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o-lt-Yourself Market 
Is Still Lively 


Highway marts continue to open 
for the D-I-Y trade. “‘How-to-do-it” 
clinics and yard demonstrations; 
tool fairs; woodwork shops; self- 
service pickup lumber sheds lure 
handyman trade. Read what deal- 
ers are doing in this consumer 
market, starting on page 48. 


Microfilms 


Tile Demonstration at Peterborough (Ont.) Lumber Co. 
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Materials Handling Costs Revealed 


See page 68 
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For any wood door — plywood, composition, hollow core 
or louvered 

Adjustable to assure accurate door alignment 

No dirt-collecting bottom track — saves installation time, 
eliminates interference with carpet 

All parts surface mounted for quick, easy installation — 
no time-consuming mortising 

All parts except knob concealed from exterior view — 
hinges mounted on back of door, out of sight 

Nylon bearings at pivots and door guides for lifetime 
whisper-quiet, friction-free operation. 

Gives full access to closet, wardrobe or other opening — 


projects into room only one half as much as conventional 
doors 

Packaged in kits for two or four-panel installations — kits 
for six different size openings 

Plus a host of other Dexter quality features that are out- 
lined in a new illustrated brochure free to dealers. Write 
for copy. 
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bi-fold 
door 


hardware 


Everything necessary for quick, easy installation of smooth- 
working bi-fold doors in any opening 


DEXTER LocK DIVISION | 


Dexter Industries, Inc., Grand Rapids, Michigan 


In Canada: Dexter Lock Canada Ltd., Galt, Ontario 

in Mexico: Dexter Locks, Plata Elegante, $.A. de D.V. Monterrey 

Dexter Locks are also manufactured in Sydney, Australia; Milan, Italy and 
Porto, Portugal - 








PREDICTABLE! 


Linseed Ok Outside Frouse Patut 


You see your way clear from the start when you choose a 


good linseed oil paint to beautify and protect your property. 


Your painter will know exactly how to apply it. 
It will spread easily, level smoothly and dry promptly to form 


a glossy, durable coating true to the color you specified. 


You also see your way clear when you make and 
merchandise a high quality linseed oil paint. The materials 
are compatible; the processes are predictable; the product is 
trustworthy; the demand is dependable. The quality you 
put into the product will be there when it is used. 

The satisfaction the user enjoys will bring him back regularly 


to the same merchant for the same brand. 


Customer compliments, no complaints 


When Linseed Oil is in your paints! 
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There’s Moore (Garry, that is)...and More 


for 59! 


More sales-getting promotions ...more 
aggressive advertising, including 
nighttime network TV!...more effective 
decorating helps—featuring a great 

new MAESTRO® COLOR PLANNER—uwill 
bring more customers into 

Pittsburgh Paint dealers’ stores. 


ggressive and timely promotions of high-quality 
products—backed by hard-hitting advertising 

in magazines, newspapers and on T'V and radio— 
brought the greatest number of customers into 
dealers’ stores last year in Pittsburgh Paint history. 


@ And this year should be even bigger! There’ll be 
more promotions. More powerful advertising in 
magazines, on radio and in newspapers, with dealers’ 
names listed at no charge. 


@ And for the first time, there’s network nighttime 
TV—the new GARRY MOORE show—with this great 
star’s convincing salesmanship reaching households 
in every dealer’s community. 


© Besides, Pittsburgh Paint dealers now have avail- 
able for their customers the most complete color 
service in the industry. A new MAESTRO COLOR 
PLANNER, with thousands of color harmonies to 
choose from, has been added to the MAESTRO COLOR 
SELECTOR and the popular book, “Modern Deco- 
rating Ideas.’’ Supplementing these is a complete 
line of color cards with large-size chips and helpful 
painting suggestions. 


@ Store identification signs, eye-compelling window 
displays, colorful streamers, banners and pen- 
nants identify dealers’ stores as Pittsburgh Paint 
headquarters. And a completely revised edition 
of the helpful Maintenance & Buying Guide 


The 
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how on 17 
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aids dealers to service customers more efficiently. 


@ This complete sales promotion and advertising 
program has been carefully planned to help Pitts- 
burgh Paint dealers get a bigger share of the 1959 
market. Now is the time to get on the bandwagon 
and cut yourself a bigger slice of the paint business 
in your community. 


PITTSBURGH PAINTS 


PAINTS * GLASS ° 


me S$ BUR GH 


CHEMICALS « 


BRUSHES ¢ PLASTICS 


Cc OM PAN Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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WHAT'S THE PRICE? page 28 
HEADLINES AT PRESSTIME page 30 
DEVELOPMENTS TO WATCH page 47 


PERSONAL VIEWPOINT page 7 
NEW DEVELOPMENTS page 9 
IT'S NEW, IT'S SELLING page 20 


FEATURES 


Do-it-Yourself Market Still Lively 
Here’s what dealers have found (the hard way) about 
profitable handyman sales. 


Clinics Still Pull Handymen 
How two dealers stage do-it-yourself demonstrations. 


Woodwork Shop, Tool Fair, Bring "Em In 
Different ways to achieve the same end—do-it-yourself 
sales. 


New Highway Marts for Handymen 
Do-it-yourself market is strong, say New Jersey lumber- 
men who have opened highway stores during past year 
for this trade. 


Cost Study Shows How to Use Handling Equipment 
Operating rules based on Houston dealer's experience 
in $3 million operation shows how to keep equipment 
busy maximum number of hours. 


Direct Mail Nets $100,000 Roofing Sales 74 
Free roof inspection helps turn leads into sales for Penn- 
sylvania dealer. 


Dealer’s New Home Ads Win Awards 
—But even more important, they also win contractor 
good will and customer loyalty. 


Practice the Smart Sell by Selling Quality Over Price 
Fourth in series by Art Hood, ‘99 Ways to Sell at a Prof- 
it Against Cut-Price Competition." 





What’s Coming .. . 


NEW PRODUCTS page 84 
NEW EQUIPMENT page 104 


Outstanding new retail 
stores are pictured and de- 
scribed in your March 30 
issue. Also, the secrets of a 


CLASSIFIED ADS page 110 
ADVERTISING INDEX page 113 


NEW LITERATURE page 114 successful paint department 


and how new forms solved a 
dealer's bookkeeping snafu. 











American Lumberman and Building Products Merchandiser is published every 
other Monday by American Lumberman Inc., 59 E. Monroe St., Chicago 3, Il. 
Subscriptions: one year, U. S. and Canada, $5 (26 issues), $8 for two years, $10 
for three years. Foreign, $20 for one year. Single current copy, 50¢. Back copies 
Geteber &, 1906 st the Bost Offies at Chicas, i nndes te het tina ae 

‘0 . a’ e ce a cago, + under the Act of March 13, 
1879. Copyright © 1959 by American Lumberman, Inc. 





March 16, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





In the News... 


FORMER SNARKS HOLD COURT—Veter- 
an lumbermen celebrated the Golden 
Anniversary of the ‘‘House of Hoo-Hoo” 
on the campus of the University of Wash- 
ington recently. The famed Seattle house, 
built as a hospitality center for visiting 
lumbermen at the 1909 Alaska-Yukon- 
Pacific Exposition, will be torn down to 
make way for a modern University struc- 
ture. Reminiscing above at the celebra- 
tion are three former Snarks of the 
Universe, |. to r.: Ernie L. Wales, Spo- 
kane, Wash.; Charles D. LeMaster, Sa- 
cramento, Calif., the oldest living Snark 
and Arthur G. Geiger, Tacoma, Wash. 


YARD MANAGER AND PRIZE—Charles 
Slezak, manager of H. W. Powell Lum- 
ber Co., Sullivan, Mo., tries out his new 
Nash Metropolitan, first prize in Nation- 
al Gypsum Co.'s ‘‘Name-the-Twins"’ con- 
test. Standing by are (I. to r.) J. P. Nicely, 
National's district manager; E. J. Ehr- 
mann, general manager and J. T. Sturn, 
president of Powell Lumber Co. 


a 


SEEDING BY WHIRLYBIRD—In goes Lob- 
lolly pine seed for big forest seeding op- 
eration recently, covering 6,000 acres in 
three days from a Bell helicopter. The 
whirlybird people claim much faster and 
more efficient seeding compared with 
fixed-wing aircraft or ground work. 





AT LAST... 

A consistent 
quality 
plywood! 


RIGID QUALITY CONTROL is assured by a resident tech- 
nician at each plant using the Teco-Tested mark. This 
full time Teco technician has been trained by the well 
known Timber Engineering Company. 


TOUGHER GLUE LINE TESTING produces a uniformly 


higher glue line strength at no extra cost. 


TECO-DIRECTED QUALITY CONTROL means that the 
veneer, the plywood panel and, finally, each lot, is 
tested to comply with or exceed Commercial Standards. 


ASSURANCE OF CONSISTENT QUALITY is yours, day 
after day, month after month, because of TECO lab- 
oratory control and testings right at the manufacturing 
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QUALITY PLYWOOD 
TO FILL YOUR NEEDS: 


@ New X-WP12 Exterior Type 
@ Interior and Hot Press Exterior 
@ Plugged and Touch Sanded 
@ Available in all thicknesses 


@ Mixed sanded and sheathing 
for direct car sales 


@ Firm price quotations 
CALL, WRITE OR WIRE: 


WESTERN VENEER AND PLYWOOD 


LEBANON, OREGON 
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PERSONAL VIEWPOINT 





Sell it for me... 


Increasingly, building material manufacturers asking a dealer to 
take on a line are being told: “This product must be pre-sold . 


” 


you must sell it for me! 

Lumber dealers may have lifted this philosophy from the food 
and drug field without considering, in many cases, certain side- 
effects, which occur when there’s too much reliance on the man- 
ufacturer. 

Actually only a small percentage of total sales in a food chain 
comes from nationally advertised, pre-sold merchandise. The well- 
known brands are “leaders” to advertise, usually on a co-op basis, 
to build store traffic. Overall volume comes from private brands 
or lines produced by efficient, relatively unknown firms. Food 
chain executives will tell you that about eight nationally advertised 
brands in their ads are all that’s required to retain and bring 
customers into the store. 

The chain food store also goes to great lengths to provide a 
clean, well-lighted store designed for maximum customer appeal 
and convenience. They do not rely entirely on either low prices or 
a belief that customers must come to them. 

We expect, as you do, that manufacturers should provide the 
dealer with effective, attractive literature, sales tools and other 
promotional tools. We do say there are economic limits to support 
and definite disadvantages if the dealer loses his identity. 

The prime advantage of a fully pre-sold product is increased 
dealer distribution. The complaints of a single retailer screaming 
about reduced margins means very little to a manufacturer with 
literally thousands of outlets handling his product. Appliances, for 
example, were pre-sold and they attracted the discount house, who 
shaved the price. In time, traditional outlets for appliances had to 
meet these prices bringing almost all retailers down in their profit 
return. 

We believe in a reasonable degree of pre-selling in our field, 
but acceptance of the idea that most of our products require the 
know-how of the dealer for closing the sale. Transferring this re- 
sponsibility to the producer is short-sighted and bound to reduce 
the importance of all retailers in the minds of manufacturers. 

It is a simple economic fact that the budgets of the majority of 
your suppliers just can’t swing the kind of pre-selling some dealers 
talk about today. They can and will provide essential sales tools to 
supplement your own efforts. 

There’s a common delusion that manufacturers have unlimited 
funds to spend for promotion. Actually, it’s no different from your 
own business. Advertising expenditures are a percentage of sales, 
roughly 1% to 2%, about the same as that recommended for 
the retailer. Total volume may be $25 million with say, $250,000 
set aside for advertising and promotion. Based on my own exper- 
ience this amount of money soon becomes very thin if you must 
service 400-500 distributors and 6,000 dealers. 

The most serious problem faced by a manufacturer trying to 
stretch a budget and sincerely interested in helping the dealer sell 
is waste. The retailer who accepts a display soon relegated to the 
back room, the literature gathering dust on a lower shelf—all 
reduces the volume of material available to other merchandising 
dealers. 

In recent months, manufacturers have taken steps to correct 
this situation. Withholding materials from dealers who can’t or 
won't use sales tools is for the good of the entire industry. Pro- 
ducers, of course, must share the blame, because they often have 
loaded protesting dealers with their sales aids. 

What we’re suggesting here is a sensible approach when you 
consider the merchandising program of a manufacturer. Look at 
his overall yearly sales, his distribution across the country, your 
profit margin and offered sales tools. Consider, too, the advantage 
of being “exclusive” on a quality product with strong sales benefits. 

Let’s change “sell-it-for-me” to “sell-it-with-me.” That’s a sounder 
approach for a healthy, competitive building materials industry 
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Ruberoid Lok-Tabs are backed by the most 
powerful sales feature in the industry — a 
written warranty against wind damage! This 
exclusive warranty covers wind damage even 
from cyclones and hurricanes. It’s another 
outstanding product design from Ruberoid— 
the industry leader since 1886. But that’s not 
all! You get more than top-quality products. 
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AVAILABLE IN 


FOR VOLUME SALES 
WITH PROFIT! 


Ruberoid supports your sales efforts with na- 
tional and trade advertising . . . promotions 
and merchandising aids . .. a complete line of 
roofing and siding .. . All substantial reasons 
why dealers count on Ruberoid for profit, 
year after year. Contact your Ruberoid rep- 
resentative today. Or write: 

The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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American Lumberman, March 16, 1959 


NEW HOUSING LEGISLATION has finally cleared the House Banking Committee and 
is scheduled for a vote very shortly. As it now stands, the $2.1 
billion House bill will be a compromise between the $1.6 billion pro- 
gram suggested by the Administration and the Senate's $2.7 billion bill 
passed earlier. 


When the final bill reaches the President, where a veto is always 
possible, it will include lower VA and FHA down payments, a hike in VA 
interest rates to 5%% and more money for direct loans by Fannie Mae. 

In both the Senate and House there has been no serious challenging of 
these points in the bill. Fannie Mae has been under some fire, largely 
by Administration stalwarts who just don't carry voting strength. 














NATIONAL HOMES BUILT a record number of 23,826 homes last year according to 
an announcement last week by Jim Price, president of the big prefab firm. 
Price credited some of his success to anticipating market demand for 
homes that families earning as little as $75 a week could afford. 


Acquiring land for builder-dealers has top priority for this year at 
National Homes. The firm has purchased land for site development in 
Chicago, Baltimore, Washington, St. Louis, Columbus, Louisville, Cin- 
cinnati and in several other major markets. 





Sales so far this year have reached 8,500 units compared to 4,200 units 
a year ago, Price said. About 52% of this total is the new Viking 
aluminum houses. 


BUILDER FLANNING CONTINUES on the optimistic side with emphasis on houses 
in the $10,000 to $14,000 range for late spring and summer. Smart 
builders anticipate easier financing in these brackets under the new 
Housing bill. 








These builders expect higher mortgages on stripped homes under FHA (203i), 
$500,000,000 FHA-VA plan for homes under $13,500 end a very liberal exten- 
Sion of the GI direct loan program. They may be dreamers, but Sen. 

John Sparkman has promised just this. 





CANADIAN DEALERS WERE TOLD to "get into the building game" by C. E. Sine, 
retiring president, Western Retail Lumbermens Association, at Calgary, 
Alberta, during the group's annual convention. 


Contractors sell the complete package and we must do likewise, Sine 
said. Builders set up "fronts" for the sole purpose of by=-passing the 
retail dealer and in many cases they have been assisted by wholesalers, 
he commented. Rural dealers, Sine concluded, are finding it difficult 
to sell new homes when faced with competition from larger dealers with 
facilities for prefabrication. 











THE HOUSING SHORTAGE in Alaska is becoming so acute that Senators Gruening 
and Bartlett of Alaska are trying to interest big builders and prefab 
people to move into our newest state. 


Even hotel space is at a premium. An estimated 2,600 sleeping units 
must be added by June to house a growing influx of tourists. The big 
problem, of course, is high costs for both labor and materials, plus a 
shortage of good contractors. 





THE NATIONAL WOOD COUNCIL formed last month at Palm Springs, Calif., under 
NLMA sponsorship is expected to act as a clearing house for wood pro- 
motion ideas. Both NRLDA and Hoo-Hoo have offered to assist the Council 
in its efforts. 
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coming... 
profit making Mason ite 


Shown (in color) are the new manufacturing additions to the Masonite plant 
at Laurel, Mississippi, which include new production lines, a new 26-boxcar 
loading dock, new research laboratories, new power plant, new office 
buildings and a revolutionary new raw-materials handling system. 
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M4 billion feet more 
building products 


for you! 


MASONITE’S NEW UNIT VII NOW NEARING COMPLETION 
WILL BRING YOU PLENTIFUL SUPPLIES OF 
SHADOWVENT® MISTY WALNUT, PANELGROOVE® OR 
ANY MASONITE® PRODUCT YOU NEED TO HELP 

YOU MEET THE GROWING DEMAND... 





Unit VII is a marvel of manufacturing utilizing the latest develop- 
ments in automation, production flexibility and faster straight-line 
operation. It will enable us to give you faster service, higher quality 
and expanded product selectivity. And it will permit us to bring right 
from our new research facilities to your yard a continuous flow of new 
products that will keep you a leader in supplying the building market. 
Masonite Corporation, Dept. AL-3-16, Box 777, Chicago 90, Ill. 


o> 
MASONITE 4 ade 


CORPORATION 


@®Masonite Corporation—manufacturer of quality panel products, 
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YOUR BOSTITCH 


PROFIT IS BIG 





BECAUSE WE HELP YOU ALL THE WAY=EVERY WAY! 


Bostitch tools 
are 
profitabie 


You get a complete line. 
The multiple-use T5 Gun 
Tacker. The new light 
duty H5 Hammer. The 
speedy medium duty 
H2B Hammer. The rug- 
ged H4 Roofing Hammer 
with built-in muscle for 
heavy work. 


Bostitch staples 
are 
profitable 


Build profitable volume 
in the full assortment of 
Bostitch staples for the 
building trade. The more 
tools you sell, lend or 
rent, the more your sta- 
ple volume and profits 
grow. 


No service 
problems with 
Bostitch 


Our tools rarely need 
attention. We build them 
tough. But if service is 
needed, it’s close by. 
There’s no charge for 
T5 service. 


Bostitch 
advertising and 
promotion aid 
is strong 


Advertising helps make 
Bostitch one of the best 
known, most accepted 
names in the field. Every 
ad to the building trade 
directs readers to you. 
Bostitch literature and 
promotion aids help you 
make the sale. 


share. Your Bostitch salesman will gladly help you. 
He’s under “Bostitch” in your phone book. Or 
write to us at 743 Briggs Drive, East Greenwich, R.1. 


BOSTITCH 


STAPLERS AND STAPLES 


Sales and profits are bigger than ever on Bostitch 
tools. That’s why more Building Supply Dealers 
than ever before are featuring Bostitch. Get your 


Profits are better and faster with 
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Packed 12 sets in 
special PAINTER- 

MATES self-display 
carton. 


FULL 40% PROFIT ON SPECIAL DEAL PRICE 


PAINTER- DEALER RETAIL 
MATES 12 Sets Each 12 Sets Each 





No. 606, 12-inch 
sash brush; and 
No. 216, 4-inch 
wall brush. 





Regular | $37.68 | $3.14 || $62.76| $5.23 
Price 





DEAL 30.60 | 2.55 51.00 | 4.25 
PRICE 

















YOUR PROFIT ON PAINTER-MATES DEAL WILL BE $20.40 


bev anunapananananeseneal 


Tie into increased Springtime paint sales with this profitable 
2-for-1 deal. You get full 40% markup, yet customer 
saves 98c! 


posts eree 


Ge 
114-inch sash brush free with purchase of 4-inch wall % i ™ 
brush. Sash and wall brushes are banded together .. . 12 _ Ao U Ars eT 
each to special self-display carton. All are regular line, i we. 


full quality Rubberset brushes . . . not closeouts or cheap 


specials. See your wholesaler or write us direct. Order now eos 
for immediate or future delivery! THE RUBBERSET CO., 900 Passaic Avenue, East Newark, N. J. 
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= fastest turnover 


— 


The new Skilsaw Power Saw Line is a 
bold forward step toward increasing dealer 
profits by increasing turnover. Like the 
rest of the complete 500 Line, these saws 
have top brand name acceptance. The models 
have been selected by market research for 
high turnover. And they are top quality 
products priced to move quickly! 














at Oh YN | 





m tops indemand mpriced lower 


Only genuine Skilsaw power saws give you all these features: 


= Exclusive Blade Lock 


(on models 552, 553, 554). For fast, easy 
blade change. Push button engages and 
locks saw shaft while you unscrew lock 
nut. Top convenience feature! 


= Exclusive Skil Vari-Torque Clutch 


(on models 536, 552, 553 and 554). 
The safety feature that is entirely fool- 
proof. Disengages blade if it binds, pre- 
vents motor damage, saw kick-back. 


= Jet Stream Sawdust Ejector 


(on models 552, 553, 554). Special air 
stream ejector system carries sawdust 
away from the operator and away from 
line of cut. 


@ Full-View Blade Visibility 


(all models). Upper blade guard de- 
signed to allow clear view of blade 
all through the cut. Allows absolute 
accuracy on all cuts. 





m Easy-to-Set Depth Control 


(all models). New blade depth control 
is conveniently located for easy one- 
hand adjustment. Locks saw firmly 
at desired cutting depth. 


= Bind-Free Lower Guard 


(all models). Lower guard never binds— 
even on a compound miter cut. When 
saw foot is tilted, guard lifts auto- 
matically, allowing a bind-free cut. 


Famous SKIL and SKILSAW products made only by SKIL 
Corporation, 5033 Elston Avenue, Chicago 30, Illinois. 
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BILT- WELLS National Advertising 
HELPS CREATE EXTRA BUSINESS FOR you! 


NZ SA / |. 


GET 
p | 
READY Concentration on 


Bu Weill 


tht? 


From Homeowners and New Home Prospects! From Builders and Architects 


These ads running regularly in Better Homes & Ads like these running in the builders’ and archi- 
Gardens, House Beautiful, Living for Young Home- tects’ trade magazines direct them to your place of 
makers and other consumer magazines urge people business for BILT-WELL windows and cabinets. 


to buy a new home or to remodel their existing home. Write for complete information on the 
1959 ICBM Program for BILT-WELL dealers. 


Display, Promote and Sell BILT-WELL Woodwork 


Manufactured since 1866 by 


E 4 L T = Ww a L L A —e CARADCO, INC. 
wi 


ee aes (formerly Carr, Adams & Collier Company) 
For More Profits in ’59 Wooo ¥ WORK 


Dubuque, lowa 
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“There ought to be 
an easier way to keep 
up with competition’ 


DODGE REPORTS give you a head si 


If you are going to get business in the new construction 
market, you have to know what jobs are coming up, 
when bids (and sometimes re-bids) are due, and if 
possible with whom you're competing. 

When you use Dodge Reports to keep informed, you 
can plan your whole operation better. You have more 
opportunity to select the kind of jobs you want to go 
after. You can keep abreast of competition . . . know 





— 





cart 


more about what’s going on every day. 

Dodge Reports, mailed to you daily, tell you in ad- 
vance who’s going to build what and where. You spec- 
ify the areas (anywhere within the 37 eastern states ) 
and types of construction you want to cover. For each 
project, Dodge tells you whom to see, when bids are 
wanted — even who else is bidding. 

Get the full story on Dodge Reports. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL39 


Send me the book “Dodge Reports-How To Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 


in the markets checked below. 
[] House Construction [] General Building 
[] Engineering Projects (Heavy Construction) 


Area eee Sh TRE roe 
Name 

Company 

Address _ 


Se 
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Dodge Reports 
For Timed Selling 
to the Construction Industry 
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THE MODERN 50 FIx¥ 


WITH PATENTED’ CON: 


HITE STEEL MEASURING TAPE 


LKROLLED-SPEED BLADE RETURN”! 


Y 


Evans has done it again! Now you can merchandise —— 


a “sure fire” volume sales builder. It’s the Evans 
“Power-Fifty”. 


This new revolutionary “Power-Tape” was created 
by Evans Engineering Department after more than 
a year of development. It completely eliminates 
the tedious hand winding required with the con- 
ventional 50-foot tapes. The user has “power at 
his finger tips”! All he does is press the power 
button to retract blade ... release button... 
blade stops instantly where wanted. There’s no 
blade creep, measurements are always exact! 


Display it, demonstrate it — sell it! You'll find it 
a real profit builder. The “Power-Fifty” is another 
first from the first name in tapes — Evans! 


RETAILS FOR ONLY +6” f feN 


\! 


aN “POWER AT YOUR FINGERTIPS” 
~ > 


‘ 
a 


Pa RA 
\ igee : 


\ 


ae 


Packaged in heavy gauge, transparent 
“pegboard” box identifiable with the 6, 8, 
10 and 12 foot Evans pocket “Power- 
Tapes”. Ready for display in your store. 


The “Power-Fifty” has all the features 


that have made Evans 
sellers in the industry. 


Tapes the largest 


Available Now From Your Jobber. 


*Power-Fifty” steel tapes, U. 


S. Patent No. 2,586,386. 


Factories aft: 


RULE C0. Elizabeth, N. J. & Montreal, Quebec 
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SELLS SECURITY COMBINATIONS 
F 0 R 44 E R LI ik 9 . . « He’s Robert H. Godfrey, President of Godfrey Lumber Co., Kalamazoo, Michigan 


*‘As soon as they became avail- 
able, we switched to selling Se- 
curity RFT* Self-Storing Alu- 
minum Storm Windows and 
Doors,” Mr. Godfrey relates. 
“It’s fortunate for us that we 
did, for we’re selling Security 
units 4 to 5 times faster than any 
other aluminum line we’ve car- 
ried in the past. They’re easier 
to install . . . actually anyone can 
do it . . . and our millwork job- 
ber, working from Security KD 
assemblies, can fabricate and de- 


liver the units we need faster than 
we can assemble the remainder 
of the contractor’s order. 

“We need Security’s quality 
to sell in this area. All our builders 
want an above average unit— 
one that looks better and stands 
up longer. That’s why we think 
Security Perm-Enamel units, with 
their baked on white enamel fin- 
ish may prove very popular in 
this area. Further proof of the 
superiority of the Security line is 
the fact that we haven’t been 


THE SECURITY COMPANIES 


DETROIT © NEW JERSEY 
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¢ TORONTO 


4 170 1 OVER 


bothered with service calls for re- 
pairs or adjustments. They’re 
trouble-free for the user and 
trouble-free for us. 

“Actually the Security line was 
a lifesaver to us. After 53 years 
as lumber dealers we found we 
were almost out in the cold with 
our storm sash business. Now, 
with the Security line, we’ve re- 
covered it all and look forward to 
still further increases. Security 
quality made the big difference!” 
*Roll-Formed Tubular. 


For Complete Details on a Profitable 
Franchise Write: DEPT. B 

20096 James Couzens, Detroit 35, Mich. 
In Canada: Roslyn Metal Products, Ltd. 
70 Mutual Street, Toronto, Ontario 
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See eeeuaa es . OVERSTOCKED! AN Paneling Price 
he ‘Quick Bale. Listed Relow Are Som 
anding Morgains Ma Mere t 

». Ruy Now and Sav 


« LOWEST PRICES on Long Islond! 
1 * ALL PERFECT . . . Guaranteed! 
SALE! Bs FREE DELIVERY Anywhere on L. 
eseeemammet *COMPARE! 


Pre-Finished Panels ] | [Full Thick Paneling | 
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Unfinished Panels 
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ran —_ 
MAUL ANY 14" 
V Groote 


NATURAL 
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4 RD, peal 








Tk compare 


ROOK: = 
CREDIT ACCOUNT 
pAvon Open Friday i ® PM. 
LUMBER Metarday ti SPM 
AMD SQUIPMENT Coup FREE DELIVERY 


¢ Hwy. © Betimere can 


* Building Supplies SU 5-0750 











Prefinished Panels Score High 


on Long Island, New York 


An advertisement similar to the one shown above brought 
over $2,000 in direct orders for Meadowbrook Lumber Co., 
Bellmore, N. Y. “Without any doubt there is more current 
potential in prefinished wall panels than any other material,” 
said Philip Bossert, advertising manager of the Long Island 
FULL-SIZED PANELS are stacked along store wall, as you see firm. 
in back of Phil Bossert, Meadowbrook Lumber, above. Leaving “When we advertise panel specials we get homeowner 
the price-marked panels in this fashion has twice the customer customers from as far as 25 to 35 miles away,” Bossert 
appeal as the “‘fixed'’ panel displays in the store, he said. added. 





For the "Do-It-Yourself" 
and Professional Builder 


Patent Pending 
(Mode! 101) 


KNOCKS DOWN OR 
RE-ASSEMBLES IN 
30 SECONDS! 


@ Rigid and sturdily-constructed for life- 
time use and abuse. 


Sensational K-Brace cannot be matched, 


Dealer or customer furnishes lumber. 
Frame set packed in carton, 


You can sell local parks and clubs, as 
well as home owners, with HEYER. 


Miniature model available for sales- 
men and inside display. 


Ask your wholesaler, or write... 








MFG. & SALES 
agi 
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On time on FIRESTONED ! 


They cut costs on building materials deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business to buy and specify Firestones! Ask about them today at your 
nearby Firestone Dealer or Store. Headquarters for fast, reliable service! 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES 


Enjoy the Voice of Firestone every Monday evening on ABC television 


Copyright 1959, The Firestone Tire & Rubber Company 
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TRANSPORT* SUPER ALL TRACTION* 


*FIRESTONE T.M. 


BETTER RUBBER FROM START TO FINISH 
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WINTER SEAL CORPORATION 
14575 Meyers Road, Dept. AL-3 
Detroit 27, Michigan 











Gentlemen: 
1 would be interested in receiving complete in- 
formation on the amazing new Slide Master “500.” 


eR 
Address 
City 


Business 
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ROSCOE MCDOWELL, SR., with his sons, Robert A. and Charles 
McDowell, head up one of the South’s largest contracting firms. 


MCDOWELL AND MCDOWELL, Contractors, Nashville, 
Tennessee, whose slogan is “‘We Move the Earth!” 


“Our Calional System 
saves us‘o,//0 a year... 


THE AMAZING FLEXIBILITY of National Account- 
ing Machines will be an asset to any business. 


pays for itself every 4 months.” —McDowell & McDowell, Contractors 


Nashville, Tenn. 


“Our National System is vital to the 
success of our business,”’ writes Robert 
A. McDowell of McDowell and Mc- 
Dowell, Contractors. “Our accounting 
department now handles a larger vol- 
ume of work in less time and with much 
greater efficiency than it did with 
former methods. 

“Our employees like our National Ac- 
counting Machine. It enables them to 
do their accounting work more easily, 
more accurately and in much less time. 
We particularly appreciate the neat ap- 
pearance and the more permanent 


nature of our records. Because our Na- 
tional keeps us up-to-date and provides 
us with more detailed information, con- 
trol over our business is greatly simpli- 
fied. 

“We recommend the National Ac- 
counting System to any contractor. Our 
National System saves us $5,770 a year 

. pays for itself every 12 months.” 


OM CO 


of McDowell and McDowell 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can 

benefit from the time- 

and money-saving fea- 

tures of a National Sys- 

tem. Nationals pay for 

themselves quickly 

through savings, then 

continue to return a regular yearly 
profit. National’s world-wide service 
organization will protect this profit. 
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We back our dealers with a 


behind DA L ¢ @. 
Architectural Quality REDWOOD 


Every piece of PALCO Architectural REDWOOD bears the 
90 year mark of highest merit — the unqualified Warranty 

of Worth to all who sell, buy, and apply the finest in flawless 
perfection. For the foremost in quality... 


Better Buy PALCO —there’s no better buy than the best. _%1 


THE PACH FIC LUMBER COMPANY 


Since 1869 + Mills at Scotia, California 
100 BUSH ST., SAN FRANCISCO 4 + 35 €. WACKER DRIVE, CHICAGO 1 


ony ie 2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF. : 
MEMBER Oo F SA 4 EH OEM. 1-A REDWOOD A:4 4 @:¢: + &?.t- Oe 
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Genuine American Walnut 








Genuine Antique Birch 


Everything prefinished...everything matches 


PlyWelsh Prefinished Molding is 
carefully matched to each 
panel finish, completely elimi- 


nating all on-the-job finishing. 


PlyWelsh Panel Stretchers can be 
used in with 
panels to give added height 
or to vary wall pattern. 


combination 


PlyWelsh Matching Putty Sticks hide 
all nail holes effectively be- 
cause they are matched at the 
factory to each panel finish. 


PlyWelsh Match Stains make it a 
simple matter to match built- 
ins and accessory woodwork to 
PlyWelsh Prefinished Panels. 














The paneling 
with sales 
personality 


MM“ you'd call it sales appeal instead of per- 
sonality. But by any name, Bruce PlyWelsh 
Prefinished Paneling is a fast-moving, profitable 
item. Here’s why: the non-chipping finish developed 
by E. L. Bruce Co. outwears surface finishes three 
to one...is an exclusive sales feature. You can 
offer a selection of 10 different decorator tones and 
species in PlyWelsh Panels plus perfectly matched 
moldings, panel stretchers, putty sticks and stains. 
It’s the only complete paneling line... planned for 
easy, profitable sales. Get the facts today. Write 
Welsh Plywood or contact your distributor. 


mewoenss"* ‘The finish wont chip off! 
PLYWJELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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what's thee PRICEP 


Order files are being kept low in all mill areas in anticipa- 
tion of further price increases. The Western Pine Association 
report for the week of February 21, for example, shows they 
started the week with orders for 9,604 cars but ended it with 
9,546 on the books. 

Nationally, according to NLMA, shipments were .6% 
above production. New orders for the week of February 21 
were only 1% above production with unfilled orders amount- 
ing to 42% of stock. For reporting softwood mills, the un- 
filled order file equaled 21 days’ production at the present 
rate, and gross stocks were equivalent to 45 days output. 

The freight car shortage scare is being discounted by most 
experienced observers. The Association of American Rail- 
roads has told A.L. that only a tremendous boom in general 
business could create an abnormal shortage. They point out 
that 69,450 new cars with door openings 8’ or wider for the 
lumber trade have been built since 1954. 


e - 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
Atlanti Atlanti Central Central Centrol Central 


Atleanti. 





LUMBER 
Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $128 $127.50 $140 $120 $125 
Std. & Bir. dry R/L 2x4 —— $140 145 3 30 
Std. & Bir. green R/L 2x10 $128 $135 $127 
Std. & Bir. dry 2x10 R/L ae $145 a 
Boards: Std. & Bir. green R/L 1x6 and 1x8 $120 $125 — 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $130 $125 — 
Std. & Btr. dry R/L 2x10 135 $130 — 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 $127 ae 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L S$4S or 
shiplap 
No. ir Bir. dry R/L 1x8 $45 or 
shiplap 
No. 4 Btr. dry R/L 1x8 S4S or 
shiplaop 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 
No. 2 & Bir. dry R/L 2x10 
Boards: No. 2 & Btr. dry R/L 1x8 S4S o 
D & M or shiplap 


Hardwood Flooring: 
Clear oak 25/32"x2¥," 
Select oak 25/32"x24%," 


Interior Softwood Paneling: 
No. 2 ponderosa pine R'W 
No. 3 ponderosa pine R/W 


Wood Siding: 


Redwood bevel siding %/,"x8” 
Cedar bevel siding %/,"x8” 


$260 


Wood shingles: 
Cedar shingles 5/2 #1 Bive 
Label 





PLYWOOD: 
Fir, Ye" DFPA-AD interior glue 
Fir, “’” DFPA-AD exterior glue 
Fir, %” DFPA-CD sheathing interior glue 
Fir, Ye" DFPA-CD sheathing interior glue 
Fir, %” DFPA-CD sheathing interior glue 
Birch, 1/,” A2 
Philippine mahogany, '/,” rotary cut 


MILLWORK: 





Phil. mahogany flush door 
1% ”-2-6x6-8 

Birch flush door 1%”-2-6x6-8 

Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
%” insulating building board 
25/32” insulating sheathing 
%" gypsum wallboard 
2" gypsum sheathing 
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CASH IN 


ON BIG, STEADY : 
DEMAND FOR Single-Hung 


ALUMINU 


WITH INTEGRAL FIN TRIM | 


Cupples dealers everywhere have found a big, ready market 
for these practical, low-cost windows. As a result, 
they are enjoying a steady, profitable business. 


Made by one of the ination’s leading manufacturers of 
highest quality aluminum windows, Cupples Single-Hung 
Windows are precision designed and sturdily constructed. 
They considerably exceed the minimum requirements 

of the Aluminum Window Manufacturers Association, 

yet are competitively priced. Every Cupples window is backed 
by our unqualified guarantee. You must be satisfied. 

Your customers must be satisfied. 


If you have not already discovered how Cupples Single-Hung 
Aluminum Windows bring more and more business 
your way, why not get the complete story now? 








Here’s why Cupples Single-Hung Aluminum 
Windows are best sellers everywhere 


Just 4 nails to install 

One carpenter installs Cupples Single-Hung Window in minutes... 
snugly, permanently. No fitting, no adjusting, no call-backs. Fin 
trim is integral. Completely assembled 


Precision design 

Cupples Single-Hung Aluminum Windows are stronger, more rigid. 
Silent, finger-tip operation. Weather stripped with Schlegel Cloth 
(high pile fabric in metal binder). Dust and draft-free. Never bind 
or stick. Never need painting. 


For any style of architecture 
Perfect for new homes, remodeled older homes, light commercial 
buildings. Endorsed by architects and builders 











Wide selection 
Available in all popular sizes and styles, including ‘picture windows. 





Small inventory required 
Orders filled from our modern factory in minimum time. That means 
a small investment for you 


DISTRIBUTORS WANTED IN A NUMBER OF AREAS— 
WRITE TODAY FOR DETAILS 


Sererenanapr enna 
nn 


PRODUCTS CORPORATION 


2653 South Hanley Road * St. Lovis 17, Missouri 
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“Our Delivered Prices Often Lower Than 
Wickes’ Cash-Carry,’ Dealer Says 


Analyzing the advertised prices of 
Wickes Corp. yards from direct-mail 
piece shown below, Art Masters, presi- 
dent, Contractors Supply & Lumber 
Co., Houston, Tex., concludes that his 
own delivered prices are “very competi- 
tive” with the big cash-and-carry chain 
which operates in Michigan, Ohio, In- 
diana, New York and Wisconsin. 

“It appears that Wickes operates as 
a wholesale distributor except its custo- 
mers are retail,” comments Masters. 


@wiCKES 


(| Waco”, 
Where You Get ‘MORE FOR LESS’ 


“We have an affiliated wholesale com- 
pany, which would be quite willing to 
sell most all items at Wickes’ published 
prices.” 

_ Masters emphasized that it is very 
difficult to compare prices with 
Wickes’ advertising “because they do 
not use accurate grades or descriptions 
in their ads.” 

But going through the eight-page 
flyer issued from Wickes’ Elkhorn, Wis. 
branch, Masters cited the following: 





LOCATED .iftall +15 | ERE 




















“Their West Coast Douglas fir di- 
mension is listed as quality framing at 
$107.50 per 1,000 board feet (2’x6’s 
through 2’x12’s, 8’ through 20’ lengths.) 
This is certainly #3 utility grade or 
lower. Their premium grade framing 
we presume is #2, but again we have 
no measure of comparison. 

“When one considers the cost of 
delivery and servicing the account, 
Wickes’ prices for pickup at the yard 
and cash payment certainly look quite 
favorable to us. 

“For example, on +1 common red 
oak flooring, our delivered price is 
only $2 higher than Wickes’ pickup 
price. On asphalt shingles, Wickes ad- 
vertise 210-lb. 3-tab at $7.05 per 
square; we sell it delivered for $6.13! 

“A 1%”, 2-6x6-8 birch interior flush 
door is advertised by Wickes at $8.85. 
We sell delivered for $7.55. 

“Our prices on gypsum wallboard 
are higher than many firms in Houston 
and yet our price of $1.77 delivered for 
a ¥%” 4x8’ board is only 37¢ above 
Wickes’ advertised $1.40 for the same 
piece. 

“Our Yellow Pine center matched 
shiplap is lower delivered to the job 
than their pickup price. Our Ponderosa 
pine molding is very close to theirs and 
ours include delivery. Our mahogany 
flush doors are only slightly higher, 


while our outside doors frames are con- 
siderably lower than Wickes’ prices.” 

On the latter item, Wickes’ advertises 
clear white pine outside door frames 
for both 2-8x6-8 and 3-0x6-8 doors, 
k.d. at $9.95. Contractors Supply in 
Houston sells the former size for $8.93 
and the latter for $9.17. 

On nails, Wickes’ advertise a 50-lb. 
box of No. 8 common at $5.50. Mas- 
ters gets only $5.23. Cedar shakes go 
for $8.50 per square at the Houston 
yard; Wickes’ advertised price is $14.25. 

Trend grows. Meanwhile, there is no 
letup in the wave of new cash-and- 
carry yards. 

“Why shouldn’t cash-and-carry work 
for our lumber and materials?” asks 
Fred Vaughn, a retired lumberman in 
St. Augustine, Fla. 

Vaughn came out of retirement to 

(continued on page 33) 
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FF siete: 
BESSESEI 








HOURS: 7 TO | MONDAY THRU PRIBAY-7 TO G20 SATURDAYS 


FRONT PAGE of direct-mail flyer used by Wickes Lum- 
ber Co. cash-and-carry yards. It is mailed to boxholders 
throughout area of each Wickes yard in Michigan, Ohio, 
Indiana, New York and Wisconsin. 
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NE W/-poRGUARD BY LOCKWOOD 


A HIT at the NAHB SHOW in CHICAGO 


* Permits Identification Of A Visitor Before Admission 
* Allows Entrance By Key From Outside At Any Time 


Special Introductory Offer 


Consists of following: ~~ ta 


36 DORGUARDS packaged one per box, six 
boxes in a colorful, point-of- purchase display 


carton. 
FREE! 

1 Demonstration Mount [illustrated above) 

complete with DORGUARD. 

1 Boring Tool — 1%” diameter for installing 

cylinder. Offer expires April 30, 1959 


FROM INSIDE... 

Chain permits door to open only slightly 
so that visitor can be identified before 
admission. Visitor cannot remove chain 
from outside. Easily removed by 
occupant. 


FROM OUTSIDE... 

A turn of key rotates slotted plate inside 
and ejects locking pin from slot. Five pin 
tumbler cylinder provides top security. 
Can be keyed alike or masteckaped with 
Lockwood locks. 


EASY TO OPERATE... 

To release chain from outside, merely 
turn key in cylinder and locking pin drops 
from slot. From inside, close door and 
slide pin from slot. Pin hangs in base of 
chain plate when idle. 


EASY TO INSTALL—JUST ONE 14" DIAMETER HOLE REQUIRED 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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CONTINENTAL® ORNAMENTAL FENCE IS 
BRIGHTER—LASTS LONGER. No other 
ornamental lawn fence possesses the 
brilliant bright coating of Continental 
Brytite®. Pickets, single or double, 
are straight and uniform, of rust re- 
sistant copper steel wire, heavily 
coated with Continental’s long lasting 
Brytite®. Range of heights. Choice of 
Gate sizes and styles. Also Brytite® 
Flower Bed Border. 





CONTINENTAL® GALVANIZED AND REIN- 
FORCING WELDED WIRE FABRIC. Here’s 
extra business for you—popular styles 
and sizes for many uses .. . Galvanized 
for pens, cages, guards, etc.; Rein- 
forcing for 30% greater strength in 
concrete work. Smooth welds, easy 
to use. Also reinforcing bars. 





CONTINENTAL NAILS are 


sharper, cleaner, hold better! 


Now, from Continental’s new Nail Mill, come the finest nails 
ever made! A new, superior, 3-step chemical process cleans nails 
so well they pass the “‘white glove’”’ test! Eliminate costly work a sae 
smudges. The same process delivers the nails with points un- HIGH QUALITY CONTINENTAL® STEEL 





4) 


blunted —sharper, to start easier and drive straight. Most of all, ROOFING AND SIDING. The popular Tyl- 
Lyke Bin Dor (for Tyl-Lyke Roofing 


nails have greatest possible holding power. 10,000 kinds and sizes. only) is easily installed on the job, the 


Order your Continental Nails TODAY! ideal weather-tight roof opening. Three 
styles of Roofing & Siding: Tyl-Lyke, 
Corrugated, and 5-V Crimp. 


CONTINENTAL STEEL = ayy piesa 


copy of new advertis- 
ing and sales promo- 
tion directory. 
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U.S. Steel Offers 
Advertising Help 


Ten newspaper-sized pages of suggested 
retail advertising and news articles on steel 
home improvement products have been sent 
to publishers across the nation. 

A sample 4-col. retail ad, “Steel Building 
Supplies,” is shown at right. Above is a sug- 
gested retail ad heading, “Home Improve- 
ment.” 

Called the Steelmark Home Improvement 
Newspaper Service, the promotion aids were 
produced in cooperation with the Bureau of 
Advertising and the American Newspaper 
Publishers Assn. Dealers can obtain a copy 
of the material for their use from local news- 








papers. 


Advertising suggestions on steel farm prod- 
ucts, kitchens and steel handyman tools are 


included in the service. 


The theme for the service is “Brighten 


Up Your Home.” 














CASH-AND-CARRY 


(begins on page 30) 





open a new 20,000 sq. ft. Cash & Carry 
Lumber Builder’s Supplies in St. Au- 
gustine. It’s a one-stop highway mart 
geared to the home repair and improve- 
ment business. 

From Michigan, where cash-and- 
carry got its start, Burmeister’s North- 
ern Lumber Co. of Pontiac reports that 
1958 business was 40% over 1957 sales 
and net profit was “higher than the in- 
dustry average.” 

Young Charles Burmeister said that 
fast turnover and a $5 delivery charge 
system are important to his success. He 
also uses compensatory pricing—cut- 
ting markup on specials, realizing a 
higher markup on other items. 

In Ohio, the Cashway Lumber Co. 
recently purchased the Franchi Lumber 
Co. in Akron. Reports indicate that the 
Franchi purchase is the first in an ex- 
pansion move by Cashway of Akron. 

To the west in Kokomo, Ind., Ray 
Mehliz of South Side Lumber Co. said 
he is “very pleased” with his conver- 
sion to cash-and-carry. 

Mehliz spent $50,000 to convert his 
sheds to mechanical handling so he 
could get maximum cost savings and 
efficiency for cash-and-carry selling. It 
was worth the investment, he said. He 
has had nine months’ experience under 
the new plan. 

Joe Hardy of Lumber Distributors, 


Inc., Cannonsburg, Penna., operates 
two cash yards and one conventional 
yard. He plans to sell a shell home 
package through all three outlets. Fi- 
nancing could be arranged by the 
“sweat-equity” customers, who in turn 
would pay the c&c yard when they 
picked up the materials. 

(In many sections of the country, 
banks are promoting consumer credit 
plans—monthly or revolving charge ac- 
counts. This could help cash-and-carry 
retailing.) 

These are only a few of the more 
recent developments in the cash-and- 
carry phenomenon. Other develop- 
ments will be reported in forthcoming 
issues, including a cash yard which is 
opening next month that will sell only 
kiln dried lumber. 


NRLDA Exposition to 
Start on Weekend 


This year’s National Retail Lum- 
ber Dealers Exposition will start on 
Saturday, November 14 and end on 
Tuesday, November 17, in Cleveland, 
Ohio. 

Dealers voted 4 to 1 for weekend 
openings in a survey conducted by the 
NRLDA. 

Dealers surveyed also prefer chang- 
ing the location cf the national Ex- 
position each year, as opposed to a 
permanent location. 


Home Rate Down 

The seasonally-adjusted annual rate 
of private home starts was 1,350,- 
000 in January, down from a rate 
of 1,430,000 in December. The de- 
cline was all in houses with Govern- 
ment-backed mortgages. 

A year ago the annual rate for 
January was 1,020,000, considerably 
below this year’s figure. 





PLASTICS FOR THE FARM—Plenty of dif- 
fused light filters into cattle sale barn in 
Plymouth, Ohio, for trouble-free sorting 
and counting of cattle. Panels are shat- 
terproof and maintenance-free, says the 
maker, Structoglas Div. of International 
Molded Plastics, Inc. 





Something for Nothing: $6 Profit 
Without Investing a Cent 


A 25’ roll of 72” Fiberglas-rein- 
forced polyethylene film and several 
merchandising aids are offered to 
dealers free of charge by distributors 
of Owens-Corning Fiberglas Corp. 

You can sell the roll for $6, using 
the free display card, swatchbook and 
envelope stuffers in the introductory 
dealer kit. 

Owens-Corning set up the offer to 
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acquaint you with its new product. 
You can sell it for weather, moisture 
and dust barriers and for temporary 
glazing, or for outdoor protection 
such as over your lumber storage. 

For name of distributor from whom 
you can get this deal, write Industrial 
Division, Dept. AL, Owens-Corning 
Fiberglas Corp., 717 Fifth Ave., New 
York 22, N.Y. 
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WEB AND LUMBER FLANGES in a cross section of a fir plywood box beam is shown 
by David Countryman, chief of engineering-research for Douglas Fir Plywood Associa- 
tion. His audience includes (I. to r.) Raymon Harrell, Lu-Re-Co; Dan Sedgwick, DFPA; 
Robert Davidson, Southport (Ind.) Lbr. Co.; Robert Blackstock, H. W. Blackstock Lbr. 
Co., Seattle; Sam Siaughter, New Richmond (Wis.) Construction Co. 


New Roof Truss Designs for Lu-Re-Co 


Engineers for the Douglas Fir Ply- 
wood Association will try to improve 
the roof truss designs now used in 
the Lu-Re-Co (Lumber Dealers Re- 
search Council) construction system. 

A study for the purpose was an- 
nounced at a recent meeting in Ta- 
coma, Wash., of DFPA officials and 
Lu-Re-Co.’s executive committee. De- 
sign research will center on ways to 
nail-glue plywood gusset plates to only 
one side of a truss, eliminating the 
need to flop each truss during fabri- 
cation. 

A new approach to roof design, 
using a stressed-skin panel roof sup- 
ported by tapered exposed box beams, 
will also be studied by the plywood 
engineers on behalf of the dealer 
group. 

Preliminary studies point to stressed- 


skin panels with sheets of plywood 
glue-nailed to 2” lumber framing, 
spanning 8’ between exposed plywood 
box beams. 

A floor construction method of 
T&G panels of 2.4.1, the combination 
underlayment-subflooring grade of 
plywood, also has merit for the Lu- 
Re-Co component system, DFPA en- 
gineers said. 

The T&G joint is being field tested. 
It should eliminate part of the block- 
ing now required for 2.4.1 floors, 
dealers were told. 

(Information on the franchised Lu- 
Re-Co system is available from Ray- 
mon Harrell, Lumber Dealers Re- 
search Council, 302 Ring Bldg., 18th 
and M Steets, N.W., Washington 6, 
D.C.) 


Sales Training Program Available 
For Use in Your Own Yard 


You can now hold sales “seminars” 
for your own Sales staff under a new 
program sponsored by the National 
Retail Lumber Dealers Association. 

Called the “Sales-Maker” program, 
it provides well-rounded, instructive 
discussion of the principles of sales- 
manship, as applied to the building 
materials business. 

Dealers enroll their salesmen at 
$1 each, for which each employe re- 
ceives a membership card in the 
“Sales-Maker Club.” 

For club meetings or seminars, 
held in your own yard, a slide film 
strip is obtained from the NRLDA. 
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Also, dealers receive a_ self-study 
guide for each employe and quiz 
sheets. A moderator’s guide is pro- 
vided for each dealer. 

The initial seminar is based on the 
film and study guide, “Customers are 
People,” prepared by the United 
States Gypsum Co. 

A Certificate of Award is pro- 
vided for each employe who com- 
pletes each seminar. 

For more information, write your 
state federated association or the Na- 
tional Retail Lumber Dealers Associa- 
tion, 302 Ring Bldg., 18th and M 
Streets, N. W., Washington 6, D. C. 


Allows 10% of Customer's 
Purchases to Charity : 

Channel Lumber Co., which op- 
erates four stores in New Jersey, re- 
cently sponsored a five-day fund- 
raising drive for churches and charity. 

Ten percent of any purchase on 
these days was donated to any church 
or charity designed by the customer. 
All donations were made by the 
lumber company in the name of the 
customer. 

The plan was developed as part 
of Brotherhood Week sponsored by 
the National Council of Christians and 
Jews. 

“Our customers naturally contribute 
to the regular organized drives,” said 
Ben R. Charin, vice-president of the 
firm, “but often they would like to 
make additional contributions to 
worthy groups that don’t normally 
get as much income as they need. 
This plan enables our customers to 
make contributions in their own name 
with Channel Lumber making the ac- 
tual donation.” 


Par-Tile Goes East 

National distribution is slated for 
Par-Tile, a natural wood block floor- 
ing. The first carload for the eastern 
states has been received by I.D.A. 
Wholesale Lumber and _ Plywood 
Corp., Melrose Park, Ill. Made of 
wood particles bonded together with 
resins under extreme heat and pres- 
sure, the block flooring is made by 
Pacqua Inc., Dillard, Ore. 





bal ad 


Window Dunker 


With the push of a button, this 
attractive carpenter dunked an And- 
ersen casemerit window hundreds of 
times in a tank of water, then showed 
how this window operated as easily 
as before. One of the highlights of 
the recent Chicago convention of the 
NAHB, the idea is suitable for lumb- 
er dealer use in their own show- 
rooms or local home shows as an 
attention getter. 
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New Direct Mail Kit Uncovers 
Hot Prospects for Remodeling 


Can dealers develop home remodel- 
ing business for contractor custom. 
ers? United States Plywood thinks they 
can and this month is offering dealers 
a tool for that purpose. 

The tool is a direct mail program 
to homeowners, with USP doing all 
the work. To back up the mailings is 
a portfolio of sales aids. 

“We’ve researched and tested the 
program for more than a year and 
we know it works,” said a USP spokes- 
man. 

Manufacturer’s salesmen are call- 
ing on dealers and remodeling con- 
tractors this month to explain the plan. 

Full-color mailers. Key to the pro- 
gram lies in three full-color mailing 
pieces. These aré imprinted with the 
name of the lumber dealer or remod- 
eling contractor. The dealer or con- 
tractor supplies the plywood company 
with a mailing list or with market 
area boundaries within which USP 
will develop mailing lists. Each mailer 
has a reply card, which is addressed 
to the dealer or contractor, not to 
U. S. Plywood. 

“Our pre-testing shows a dealer 
may get as many as 5% bonafide re- 
quests for job estimates,” said a USP 
promotion expert. “We're not seeking 
quantity of returns, but high quality 
interest,” he added. 

The reply cards ask for a free es- 
timate on the use of Weldwood ply- 
wood in a number of suggested areas 
of the home. To encourage live pros- 
pects but discourage bargain hunters, 
a $4.95-value hardwood plywood host- 
ess tray is offered “when the estimate 
is completed,” but each mailing piece 
emphasizes that the prospect is not 
obligated to buy.upon accepting the 
gift tray. 

Deadline named. Dealers have until 
March 20 to sign up for the direct 
mail program on their own behalf or 


DEALER CLARENCE REISEN, vice-presi- 
dent, Reisen Lumber & Millwork Co., 
Union, N. J., inspecis the new U. S. Ply- 
wood direct mail plan to help dealers 
develop home remodeling business this 
spring. USP salesman Sy Kobrin ex- 
plains the plan. 


for their remodeling contractor-cus- 
tomers. The mailings themselves go 
out on April 24, May 8 and May 22. 
This gives each name on the list three 
opportunities to ask for an estimate. 

U. S. Plywood men said mailing 
lists of qualified homeowners are avail- 
able to dealers and contractors. who 
don’t have their own lists. Dealer or 
contractor investment in the direct 
mail program ranges from $120 to 
$150, depending on the type of mail- 
ing list involved. 

The sales aids to help dealer and 
contractor close the remodeling sale 
include literature on paneling, news- 
paper ad mats, specimen guarantees 
for panels and doors, a stereo-photo- 
graph viewer, TV and radio spot 
commercials, folding displays and a 
fact sheet, “The Way To More Profit- 
able Home Improvement Business”. 


Wholesaler-Sponsored Payment Plan 


Helps Small-Town Dealers 


“When Building Products Supply 
Co. offered us a time payment plan 
for our customers, we welcomed it,” 
says Donald Stratmann, Stratmann 
Lumber Co., Pocahontas, Ill. (pop. 
667). 

“Our local bank isn’t interested in 
taking time payment notes so in the 
past any time payment arrangements 
have been made by the customer or 
we advanced our own money. Since 
the BPS plan was offered to us last 
November we've financed about a 


dozen sales through it.” 

The finance plan used by Strat- 
mann and a number of other dealers in 
the southern Illinois-eastern Missouri 
area was introduced last November 
by St. Louis wholesaler Building Prod- 
ucts Supply Co. 

“We felt our dealer-customers, es- 
pecially those in the smaller towns, 
need a time payment plan,” says BPS 
president Euegne H. Fahrenkrog. 

“We discussed the idea with our 
St. Louis bank, found a welcome there 
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and, with the bank’s cooperation, de- 
veloped a plan. It offers a maximum 
loan of $3,500, runs three years and 
is suitable for both town and farm 
customers. Seasonal payments by 
farmers can be arranged to meet their 
specal income situation.” 

Fahrenkrog said dealer reaction has 
been very good. 

The BPS plan is worked out on a 
$6 per $100 rate, including credit life 
insurance, as well as on a $5.50 per 
$100 rate without that feature. Credit 
application, note and completion cer- 
tificate have been simplified. The 
dealer sends the completed application 
to the wholesaler, gets a go-ahead and 
when the job is finished he sends BPS 
the signed note and completion cer- 
tificate. The wholesaler sells the notes 
without recourse to his bank, war- 
ranting that the note is valid, properly 
signed and that the job has been fur- 
nished and completed by the dealer. 

“Our plan has all the desirable 
characteristics of the FHA Title 1 
plan, but it is much simpler for the 
dealer and his customers,” Fahren- 
krog said. 

“We have presented the plan to the 
dealers in the hope we thus become 
more valuable to them as a supplier 
of building materials, lumber and 
millwork.” 

In developing the plan wholesaler 
Fahrenkrog consulted a number of 
dealers, including Sam Arnold, Kirks- 
ville, Mo. and Joe Wardein, Alton, 
Ill., both men with building finance 
experience. 


Lumberman Wins Civic Award 

Arthur G. Crosby, president of the 
Panguitch (Utah) Lumber Co., has 
received the 1958 Distinguished Serv- 
ice Award from the Panguitch Junior 
Chamber of Commerce for his many 
activities and achievements in com- 
munity betterment. 





SPEEDS CREDIT DATA—J. Wilson New- 
man, president of Dun & Bradstreet, Inc., 
inserts a punched tape carrying the 
first message on a new coast-to-coast 
private wire communications system. This 
16,000-mile network connects 79 offices 
of the agency. Data on every reported 
business is on file in these offices. 
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for high profit and 
repeat business with 
hammer-in fastening 


Find out today how Shure-Set can increase 
your store traffic, build your customer list, and 
assure steady repeat business on high-profit 
fasteners for concrete and steel. 


Shure-Set is the amazing tool designed to solve 

your customers’ light-fastening problems quicker, easier 
and more economically without need of a cartridge. 
Carpenters, electricians, plumbers, home craftsmen — 
all need versatile Shure-Set and ‘‘job-fitted’”’ 

threaded studs or drive pins to fasten into concrete, 
mortar, cinder block or metal. They’ll be glad 

to know that the R-275 model sells for only $7.95. 


Write today for full details on lining up with the 
fast-moving Shure-Set line. See nationally-advertised 
Shure-Set on the “Building America”’ television series. 


In addition to hammer-in Shure-Set, the versatile Ramset Fastening 
System includes Ramset powder-actuated tools for heavy-duty 


fastening, and Ringblaster heavy-duty kiln gun. 
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* Kenneth E. Hart has been appoint- 
ed sales manager of J. C. Proctor 
Lumber Co., Peoria, Ill. One of the 
nation’s oldest retail yards, it was es- 
tablished in 1845. Hart succeeds the 
late Alvin K. DeWilde, who had been 
with Proctor for 20 years. 


- Appointment of Edward L. Mon- 
gold as marketing manager for gyp- 
sum wallboard and sheathing for Best- 
wall Gypsum Co., Ardmore, Penna., 
is announced. Paul D. Orleman has 
been named to manage the construc- 
tion of the firm’s new multi-million 
dollar gypsum plant at Brunswick, 
Ga. 


* Gates & Sons, Inc., Denver, Colo., 
manufacturer of concrete form ties 
and forming systems, announces the 
election of Charles W. Pearson, man- 
ager, sales and advertising, to the vice- 
presidency. 


* M. L. McCreery, president and 
general manager, Michigan Wholesal- 
ers, Inc., Jackson, announces the ap- 
pointment of Milton J. Johnson as 
general sales manager. Johnson will 
direct all sales and sales promotion. 


* Promotion of H. Ward Hamlin to 
general sales manager, specialties div., 
is announced by Pierce & Stevens 
Chemical Corp., Buffalo, N. Y. The 
division markets a group of svecialty 
items including Fabulon, a floor fin- 
ish, and a new waxless coating for 
tile floors called Fame. 


* E. G. Collins, metal products man- 
ager, National Gypsum Co., Buffalo, 
N. Y., recently was elected president 
of the Metal Lath Manufacturers’ 
Assn. at the group’s annual meeting 
in Cleveland, Ohio. J. J. Ryna, vice- 
president, Bostwick Steel Lath Co., 
Niles, Ohio, was elected vice-presi- 
dent of MLMA. 


* Herbert H. Graefe has been ap- 
pointed advertising and _ promotion 
manager of Consoweld Corp., Wis- 
consin Rapids, Wis. 


* George H. Tessaro, manager, Se- 
attle office of the Biddle Purchasing 
Co., New York City, has been named 
an assistant vice-president of the com- 
pany. 


* Alfred W. Arenander, Jr., pur- 
chasing agent, West Virginia Pulp 
and Paper Co., New York City, has 
been promoted to manager of trade 
relations, a newly created position. 


* Diamond Gardner Corp., New 
York City, announces the promotion 
of Chester M. Abbott to merchandise 
manager of its retail yards. Kenneth 
L. Brownell has been named general 
manager of Diamond Gardner's New 
England Lumber Div. and Kirkland 
Sloper has joined the Diamond Match 
Div. as director of industrial rela- 
tions. 
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Proposed Minimum Wage Law ($1.25) 
Will Cover Most Lumber Dealers 


NRLDA spokesman says ‘‘even the smallest dealer in town’ 
is included in proposed bill that may be enacted this year. 


Legislation now being considered in 
Congress would bring most retail lum- 
ber dealers under the Fair Labor Stand- 
ards Act and raise the minimum wage 
from $1 to $1.25 an hour. 

Companion bills proposed in the 
House and Senate stand a good chance 
of being reported out of committee, but 
it is anybody’s guess as to whether they 
will become law in this session. 

As introduced, the bills would extend 
a required $1.25 hourly scale, for a 
basic 40-hour week, to 7% million 
retail and service workers. 

The National Retail Lumber Dealers 
Association, the U.S. Chamber of Com- 
merce and other trade associations of 
retail and service firms have promised 
a vigorous campaign of opposition to 
the legislation. 

“It’s pretty bloody,” said an NRLDA 
spokesman. 

According to the author, Sen. John 
F. Kennedy (D-Mass.), the bill “would 
bring about long-delayed and much- 
needed improvement in the Fair Labor 
Standards Act of 1938, popularly known 
as the wage-hour law.” 

Democratic co-sponsors are Rep. 
James Roosevelt (Calif.), and Senators 
Wayne Morse (Ore.), Joseph Clark 
(Pa.), Pat McNamara (Mich.), J. E. 





SELLING DOORS IN THEATRE LOBBY— 
Representative of Rusco Window Co., 
Battle Creek, Mich., distributors for F. 
C. Russell Co., gives contest entry forms 
to movie patrons, part of unique pro- 
motion for combination doors. In contest, 
viewers of the film, “‘The Naked and the 
Dead,”’ guess how many people read 
the book of the same name. More tie-in 
theatre lobby promotions are planned 
by the manufacturer. Dealers get tips 
on how to arrange display with theatre 
owner. 





Murray (Mont.), Jennings Randolph 
(W. Va.), and Harrison Williams (N.J.) 

Minimum inadequate. In a joint 
statement, Kennedy, Morse and Roose- 
velt said: “The present $1 minimum 
wage is even less adequate in 1959 
than the original 25¢ minimum was in 
1938.” 

Pushing the bill as an anti-recession 
measure, they said: 

“The failure of our national econ- 
omy to rally as quickly as predicted 
from last year’s slump can be traced 
directly to a lack of consumer buying 
power among the lowest paid workers.” 

Kennedy said the legislation would 
“provide coverage for employes of 
large enterprises engaged in retail trade 
or service and of other employers en- 
gaged in activities affecting interstate 
commerce.” As a rule, a “large” firm 
would be one with $500,000 annual 
gross sales. 

Roosevelt said one-third of the na- 
tion’s retail workers are employed by 
3% of the retail firms and the remain- 
ing 97% of the retail establishments 
would continue to be exempted. 

As an NRLDA official interpreted 
the bill, however, it would “cover ev- 
erything but the kitchen sink.” He 
added: “It’s ridiculous to say it would 
not affect all lumber dealers, small or 
large. Even the smallest one in town 
has to pay wages comparable to the 
leading dealer to keep his help.” 

The Chamber of Commerce de- 
nounced the union-supported bill as 
“one-sided intrusion” by government 
into private business—fixing wages 
without requiring a commensurate 
amount of work. 

Inflation factor? The Chamber said 
the result would be wage inflation, and 
added: 

“A higher minimum in any company 
tends to push up wages all along the 
line, as each wage group, in turn, in- 
sists on maintaining its differential. 
These increases then tend to fan out 
through the community and push up 
the prevailing scale in an uneconomic 
manner.” 

Anticipating the inflation argument, 
the sponsors said that Congress re- 
quired the Labor Department to make 
studies of the effects of the past two 
increases—to 75¢ in 1949 and to $1 
in 1955. 

“They found,” the sponsors said, 
“that the impact of a higher minimum 
was confined almost entirely to the 
lowest paid, that it had no significant 
effect on prices and that it had no 
harmful effect on employment or busi- 
ness solvency.” 

The proposed legislation would 
change the concept of coverage under 
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SUNDAY HOURS are turned down by 
this sign on the front of the Morse Lum- 
ber Yard, El Monte, Calif. Located in an 
area where Sunday lumberyard hours 
are not unusual, the sign serves as a 
reminder to customers to make their 
purchases on other days from 7:30 to 5. 





the law from individual work to an 
enterprise basis. 

Under present law, an individual em- 
ploye is covered if he is “engaged in 
commerce or in production of goods 
for commerce.” The proposed change 
would bring under the law all employes 
of an employer “engaged in activities 
affecting interstate commerce.” 

Coverage specified. The bill specifies 
seven “large enterprises” to be covered, 
the first one of which would include 
retail lumber dealers: 

1. Any enterprise where the employ- 
er has one or more retail establishments 
if the annual gross sales of such enter- 
prise as a whole are not less than 
$500,000 or if the sales of such enter- 
prises for resale or to customers en- 
gaged in mining, manufacturing, trans- 
portation, commercial or communica- 
tions business amount to at least $50,- 
000 annually.” 

2. Service establishments; 3. laundry, 
cleaning and repairing of clothes or 
fabrics; 4. transit systems with annual 
revenue of $250,000; 5. taxi operators 
with $500,000 revenue; 6. building 
and construction industry with $50,- 
000 gross; and 7. any firm with one or 
more employes engaged in commerce 
or production of goods for commerce 
with an annual gross of $50,000. 

Specifically exempted would be the 
“mom-and-pop” operations where no 
one is employed outside the owner’s 
immediate family. 

Maximum hour provisions would ap- 
ply to all non-exempt employes, with 
exemptions retained for executive, ad- 
ministrative and professional personnel 
and outside salesmen. 

The bill would eliminate minimum 
wage and overtime exemptions now 
applicable to employes of sawmills 
with 12 or fewer workers. 
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NEW! 
PlueBook 


TO HELP DEALERS SELL MORE... 











AND MORE PROFITABLY 


Here is a great new selling tool to help 
dealers move more lumber and building 
products. 


The new Weyerhaeuser 4-Square Blue 
Book gives you details on products, serv- 
ices, building designs, and information 
about the fifteen mills which produce 
Weyerhaeuser 4-Square products. 


The Blue Book on your counter will 
help you and your sales personnel to 
stimulate interest in lumber products. 
Your prospects can review the entire 
4-Square line with the Blue Book before 
them. If you wish, you can supply dupli- 


cates of the product literature to your 
prospects. The Blue Book will help you 
sell many new wood specialties as well as 
regular lumber items from a wide selec- 
tion of species and grades. 


As new literature covering products 
and services is prepared, copies will be 
mailed to you for insertion in your Blue 
Book. This complete collection of Weyer- 
haeuser material will always be a fresh 
and stimulating tool to use when talk- 
ing to customers. 


The new Blue Book is being distributed 
by Weyerhaeuser District Representa- 


WEYERHAEUSER SALES COMPANY 


FIRST NATIONAL BANK BUILDING ° ST. PAUL 1, MINNESOTA 
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idaho White Pine 


bp NUoc 


Poultry Houses 
and Equipment 


tives to our retail lumber dealer customers. 
When you receive your copy, make it 
work for you. 

Keep the Blue Book on your sales count- 
er where customers and sales personnel 
can see and use it. 

Copies of each piece of literature in the 
complete Blue Book are available for dis- 
tribution to your trade. 


There is a complete mailing service 
throughout the year to keep your Blue Book 
up to date . . . with new building ideas 
for big ticket sales and new product litera- 
ture for more profits. Weyerhaeuser District Representatives will 
deliver the free Blue Book to dealer custom- 
ers. You will see in it great selling potentials, 
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General Plywood Acquires Paine Lumber; 
Flintkote Ties with Blue Diamond Gypsum 


General Plywood Corp., Louisville, 
Ky., one of the nation’s largest wood 
paneling producers, has become a 
leader in the door field through ac- 
quisition of Paine Lumber Co., Osh- 
kosh, Wis., makers of the Rezo door. 

Paine will be operated as a wholly- 
owned subsidiary and plant expansion 
is planned at Oshkosh, said Henry M. 
Reed, Jr., General Plywood president. 

Another major acquisition will pool 
the Blue Diamond Corp., Los Angeles 
gypsum producer, with The Flintkote 
Co., New York City. I. J. Harvey, 
Flintkote chairman, said this will pro- 
vide dealers on the West Coast with 
the “broadest line of building mate- 
rials available.” Flintkote entered the 
gypsum field in 1957 with a mine and 
mill at Sweetwater, Tex. 

Other expansions and mergers an- 
nounced this month include: 

Perfection Metal Products, Inc., 
Birmingham, Ala., a major supplier 
of aluminum frame and components 
for the aluminum screen and storm 
window industry, has been purchased 
by Aluminum & Chemical Corp., 
Greenwich, Conn., for an undisclosed 
sum. 

The Hixon-Peterson Lumber Co. 
retail store and yard in Adrian, Ohio, 
has been sold to Fridd Lumber, Inc., 
newly-organized firm headed by 
James H. Fridd, Jr. Fridd was for- 
merly Adrian manager for Hixon-Pe- 
terson. The various Hixon-Peterson 
yards are being liquidated with man- 
agers being given first chance to buy 
them. 

Acquisition of nine acres in Haw- 
thorne, Calif., as the site for a new $1 
million plant is announced by Filon 
Plastics Corp., El Segundo, manufac- 
turer of fiberglass and nylon rein- 
forced plastic building panels, The 
new 70,000-square foot plant will 
serve as national headquarters and will 
bring the various departments of the 
company under one roof, says David 
S. Perry, president. Filon will continue 
to operate its regional warehouses in 
Atlanta, Chicago and New York, as 
well as its other regional sales offices. 

Textron Metals Co., Girard, Ohio, 
manufacturer of aluminum home im- 
provement products, has built a new 
plant in Pottsville, Penna., to serve its 
east coast customers. J. C. Montgom- 
ery, president, Textron Metals, says 
the new plant will manufacture alu- 
minum doors and windows exclusively. 

Warehouses added. Plans for con- 
structing the largest single warehouse 
ever built at the Armstrong Cork 
Company's Millville, N. J., glass plant 
are announced by Joseph C. Feagley, 
vice-president and general manager, 
Armstrong’s glass and closure div. 
The new warehouse will cover 86,000 
square feet of floor space and will 
bring to more than 210,000 square feet 
the total warehouse space added at 
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the plant in the past 30 months. The 
building is scheduled for occupancy 
by July 15. 

The National Plastic Products Co., 
Odenton, Md., announces the opening 
of a factory warehouse and sales of- 
fice in Denver, Colo., under the di- 
rection of Ralph Collister. The ware- 
house will provide convenient stocks 
of the firm’s high-pressure laminate, 
Nevamar, for fast delivery in the ex- 
panding Denver areas. 

The Silcrest Co. has leased a new 
warehouse from Curtis Companies, 
Inc., in Wausau, Wis. The warehouse 
provides Silcrest with an additional 


22,000 square feet of space to be used 
in the company’s new stocking pro- 
gram. Silcrest has already started to 
load the 180’ x 120’ cement and 
steel building with assembled Crest- 
line window units and other finished 
goods. 

“We will keep a $200,000 inven- 
tory in the warehouse,” states L. T. 
Riordan, Silcrest president. “It’s going 
to mean faster delivery for our cus- 
tomers,” he says. “Our entire program 
this year is built on streamlining serv- 
ice for our dealers,” he adds. 


Fifty Years of Service 

This year J. Irvin Jones, president, 
Doddington Lumber Co., Columbus, 
Ohio, is celebrating his 50th year in the 
lumber business in that city. He began 
his career in the industry in 1909 as 
a bookkeeper with the West Side 
Lumber Co. 


“Credit Card’ Home Repair Club 
Plans to Expand Coast-to-Coast 


Mr. Service Club, Inc., a Chicago 
credit card organization which provides 
homeowners with more than 400 re- 
pair and maintenance services on an 
around-the-clock basis, will issue fran- 
chises in major market areas. 

All franchise groups will be locally 
owned, but will be authorized to use 
copyrighted Mr. Service Club trade- 
marks, promotional materials and gen- 
eral procedures. 

In Chicago, the club has more than 
800 qualified contractors ready to serv- 
ice calls. To obtain service, the home- 
owner simply calls the club, not indi- 
vidual contractors. Customers are 
billed monthly, covering all repairs. 

Mr. Service Club is one of several 
different clearing houses which have 
started in the past year in Los Angeles, 


Detroit and the New York area. Home- 
owners pay a small annual service fee 
to the groups; repair contractors pay a 
commission for the jobs. In most cases 
the work is guaranteed to the home- 
owner. 

In Roslyn, N. Y., the Allied Home 
Owners Association reports that 190 
contractors and skilled craftsmen are 
available to its members. Arthur Yeck- 
es, the organizer, says that the service 
covers about 1,850 members in Nassau 
County, L.I. 

In Yeckes’ plan, the contractor signs 
an agreement covering quality of mate- 
rials, details and cost of each job. Home- 
owner complaints are investigated by 
the association. Yeckes’ deducts 10% 
commission on all jobs under $1,000 
and 51% % on jobs above that amount. 





$53.61 is Your Homeowner 
“Take” in Next Four Months 


The home improvement expenditure 
for lumber and building materials per 
family from March through June will 
average $53.61, according to the Bu- 
reau of Advertising of the American 
Newspaper Publishers Association. 

Based on U. S. Dept of Commerce 
and U.S. Census of Business, the figure 
does not include hardware sold by re- 
tail lumberyards. Hardware should ac- 
count for $18.78 more from each home- 
owner family. 

The newspaper group came up with 
these projections as part of its Home 
Improvement Profits program, which 
stresses the opportunity for more sales 
through local newspapers. 

In Durham, N.C., the Coman Lum- 
ber Co. is quoted as a top-flight news- 
paper advertiser. Through local paper 
ads, the company achieved annual re- 


modeling sales of over $500,000 in a 
city of 72,000. 

“People in the trade thought we were 
a little crazy when we started advertising 
in newspapers. Now, everyone is doing 
it,” said dealer Coman. 

FHA Title I home improvement 
loans for September last year were up 
50% in number over 1957, with the 
average loan 21% higher, the news- 
paper people are telling dealers. 

Newspaper advertising salesmen have 
been shown how they can help dealers 
keep advertising in line with customer 
interest and give full support through 
advertising to salespeople. This is done 
through what the ad people call a 
“total selling foundation” for stores— 
presenting the store as a complete unit 
with aggressive advertising, effective 
display, strong salesmanship. 
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Distributors Announced 





The Robbins-Quigley Co., Glouces- 
ter, N. J., has been named to distrib- 
ute the complete line of F. C. Russell 
Company’s Rusco windows, doors and 
allied products to more than 1,500 
dealers in Dela., Md., Penna. and 
N. J. Robbins-Quigley also is distrib- 
utor for Andersen Corp. Bayport, 
Minn., window manufacturer. 

Barclay Mfg. Co., New York City, 
announces that H. E. Schiff Distribu- 
tors, Bronx, N. Y., will handle all 
Barclay products, including Barclay 
prefinished, plasticoated woodgrain 
panels known as Barcwood and Bar- 
clay plasticoated wall and ceiling pan- 
els. In addition, Schiff will service 
New York City and several New York 
counties with translucent and decora- 
tive fiberglass panels manufactured 
by Barclite Corp. of America, a Bar- 
clay affiliate. 

Flintco, Milwaukee, Wis., has been 
appointed distributor of The Flintkote 
Company’s complete line of industrial 
products, protective coatings, floor 
tile and adhesives throughout Wiscon- 
sin and upper Michigan. 

Wood-Mosaic Corp. announces that 
Huttig Sash & Door Co., St. Louis, 
will distribute its hardwood flooring 
line through Huttig’s 14 branch of- 
fices. Wood-Mosaic produces wood 
floors ranging from hardwood strip to 
solid and laminated block. 


New Guaranty Bond Backs 
Quality of Plastic Pipe 


The Orangeburg Mfg. Co. has is- 
sued a 20-year bond guaranteeing the 
performance of its Orangeburg SP 
Plastic Pipe in cold water service 
lines. The bond, backed by a national 
surety company, guarantees that any 
repairs or replacements due to failure 
of the pipe will be made at the expense 
of the manufacturer. 

Orangeburg asks that the installer 
of the pipe comply with only a few 
simple installation instructions. “It is 
our belief that this step will create a 
wider market for Orangeburg SP,” 
explains president H. J. Robertson. 

Dealers may obtain complete de- 
tails of the 20-year guaranty bonds 
by writing to Orangeburg Mfg. Co., 
Dept. AL, Orangeburg, N. Y. 


New Sheathing Plant 


Hampton Plywood Co. is now pro- 
ducing sheathing at its new plant at 
Redcrest, Calif., reports president L. 
M. Hampton. 

Shipments at present are being made 
under CS 45-55 grade stamps. DFPA 
stamped panels will be available as 
soon as certification tests are complet- 
ed. 


* Norton B. Jackson has been named 
manager, Asbestos-Cement Products 
Assn., New York City. 








Sell Pickering Lumber for Built-ins 


Telephones: Sonora 





For built-ins, interior paneling, framing or exterior siding— 
Pickering “Gold Medal” Pine is unsurpassed. 


It’s soft, smooth, well-manufactured, nice to work with, nice 
to look at. Why not go after more built-in business, more 
paneling jobs, more house jobs with Pickering quality. 


Let us demonstrate Pickering service on your 
next requirement. Drop us a line. 


s¢ PICKERING 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. ‘ 
Je 2-7141 
Tuolumne WA 8-4213 


SUGAR PINE 
PONDEROSA PINE 
WHITE FIR 
INCENSE CEDAR 


Standard, Calif. 
Tuolumne, Colif. 
TWX: Sonora 116-U 
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33% 
LESS COST 


BIGGER 
PROFITS 


FLOWER 
BORDER 


WITH 14 SLIP-IN STAKES 


30- FOOT ROLL 


NO CUTTING 


SELF-SELLING 
LABELS 


Cor 


Caanr 6 “pesos? 


FREE MATS 
AND POSTERS HELP YOU SELL 


EASIEST TO SELL BECAUSE 
IT’S EASIEST TO PUT UP! 


Be prepared to meet the BIG Spring demand for 
fencing that protects shrubs and flowers from 
children and animals by ordering FLOWER BORDER 
from your nearby hardware jobber NOW! You 
can ike FLOWER BORDER for about one-third less 
than old-style border fencin offer your 
customers the BEST for MUCH Less. THIS MEANS 
MORE SALES AND BIGGER PROFITS FOR YOU! 
This 18” Border with stakes equals above ground 
height of old-style 22” border with 4” in ground. 
Sell it along with such companion items as seed, 
fertilizer, hose, garden tools, etc. FLOWER BORDER 
leads all competitive border fencing in advantages 
that lead to sales: 


© Complete Unit with Stokes 
© Galvanized AFTER Welding to Last Longer 
© Smaller Mesh for Greater Protection 


© Re-rolls Neatly to Use Year After Year 


Get free newspaper mats and posters from 
jobber or write direct for ordering form to 
Gilbert & Bennett Mfg. Co., Georgetown, Conn. 


GILBERT & BENNETT 


GEORGETOWN 3, CONNECTICUT 
BLUE ISLAND, ILLINOIS 
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How to open a lady’s eyes 
about ceiling tile 


Ww: to see a lady’s eyes light up, when she * 


comes shopping for ceiling tile? This aston- 

ishing soap-and-water scrub test proves that Insulite 
DUROLITE Ceiling Tile has something no other tile 
can match .. . the toughest paint finish on the market! 
How do you make’ the test? Simple as pie. Just 
put a few pieces of DUROLITE on the counter; and 
alongside, a pie plate full of dusty sweepings from 
your floor. Drop several large pinches of this dirt on 
the tile, smear it across the surface and make con- 
spicuous finger marks. Then .. . use a scrubbing 


brush and soapy water, and scrub the smudges away. 
Finally, ask your customer if she knowsof any other 
ceiling tile that could take this treatment, or clean 
up so beautifully! 

This demonstration beats all the talk in the world. 
And it dramatizes the fact that Insulite now has a 
complete, all-new line of ceiling tile, with the great 
sales leaders pictured here. Want full details. . . and 
suggestions for getting bigger ceiling tile volume on 
fewer inventory items? Write us, to get the facts 
Insulite, Minneapolis 2, Minnesota. 


selis easy...sells fast...stays sold 


INSULITE 


Ceiling Tile 


Insulite Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 


INSULITE AND DUROLITE ARE REG. T.M.'S U.S. PAT. OFF. FIBERLITE ISA T.M 


ee *@e 
. 


ease? * 
CaS gn Fagen 


Now you'll sell every prospect...with the all-new Insulite line 


These four ultra-modern Insulite tiles, plus DUROLITE, 
offer maximum volume and profit with minimum 
inventory investment. For the smartest note in mod- 
ern decorating, new Insulite ‘Pattern’ designs, (A 
and B) printed in gold and beige. ‘“‘Open”’ pattern 


(A) adds height to rooms; “closed” pattern (B) makes 
ceiling seem lower. For acoustical quieting, no other 
tile of any type at any price excels Insulite Fiberlite 
(Cc). One of the whitest, most cleanly drilled tiles in 
America today is Insulite Casual Random (D). 
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Tk. Quality Building Specialties 





Anodized Aluminum Wua-GARD Automatic 


MAIL BOXES DOOR BOTTOM 


Up auto- . 

matically to ao against floor 
clear carpet ‘ . to seal out 
easily when Te drafts when 
door opens. ‘ door closes. 


a : Here’s the perfect automatic door bottom and draft 

700 Series Available in 5 ex- eliminator for ALL doors. Smartly designed with 
citing anodized silvery-satin finish—will not rust or tarnish. Furnish- 
finishes: gold lid ed in standard lengths—28”, 32”, 36”, 42” and 48”. 





on black box, 


FRE black lid on gold Extruded Aluminum 


box, black lid on 


Engraved icant hae ond Baa THRESHOLDS with Vinyl insert 


Name Plate with anodized alumi- 
num lid and box. me iietiiies 
every box tt 


Each M-D Mail 
Box has a blank 
name plate. An 
order form and yas ad 
envelope weeds ' bd “a This beautiful vinyl-type threshold is available in either Alacrome 
side the box. To 7 r - or Anodized Albras finish. Albras is a permanent anodized color 
“personalize” mail oe that will never tarnish—never needs polishing. Available 33%” wide 
box, your custom- —_ by 34” or 1%” high or 134” wide by 5%” high. 


er returns plate to 


us for FREE en- 
graving of name. 
Zo a DOOR BOTTOM 


Made of extra thick wool felt and 
heavy gauge stainless steel, brass or 
aluminum. Standard lengths. Packed 
1 doz. same length to carton. 

















M-D Mail Box Holder 
No. 44 for 4” x 4” 
wood posts. 





M-D Rural Mail Boxes are 
available in 4 beautiful life- 
time finishes that never rust or . 

tarnish. Albras (brass color), \. gg Pe gor 
black (black), and Alacrome DOOR BOTTOM 

(natural aluminum). Standard M-D Mail Box Holder HEAVY DUTY DRIP CAP 


No. 1 size. Approved by U. S. No. 150 for 14/2” a ey seamninnss and Extruded heavy Gut 2 opm 
: e oor bottom—in nat- natural finish or anodized finishes. 
Postmaster General. metal pipe. ural or anodized finishes. zie lity 


























P, O. BOX 1197 -—— OKLAHOMA CITY 1, OKLAHOMA 
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are BES7 SELLERS “in the house’ 


Vimetal WEATHER STRIPS Aluma-Slide 
[mech | ene Sets _for Doors jd) SLIDING viuttod — 


For Ya", V4". Ye". Yo” 
AVAILABLE IN or %” sliding panels 
STAINLESS STEEL of glass, plywood, 
OR BRONZE masonite, pegboard. 
Aluma-Slide alumi- 
num track sets can 
be used on any size 
cabinet. Fast, easy 


‘ - - . installation without 
This complete package unit means easier handling special tools. In 


for you . . . easier installation for your customers. ackaged sets with 
M-D Numetal door sets are available with regular ey Srilled, screws 
door bottoms or with any M-D threshold. furnished and 


instructions. 


VILLE 


{ 
} /X\ 








| 
/| 


DOZENS OF USES 


WEATHER STRIP eh 
EXTRUDED ALUMINUM & VINYL 


Made of sturdy, extruded aluminum -- ie Be 
and tough, durable vinyl. Perfect for ' me KITCHEN WORK SHOP . SLOSETS 


Tt I 3 | ae 
wood or metal doors. Comes com- Ss rm : “a 
— 7 








pletely packaged with necessary tj 


} “4 
strip, nails, screws and instructions. | ————— | 1 4 { 
i] ) See \ , P : 4 
- | I + . | TT 
wxttt i i{ — pe 1 | j 
—/M-WAY 443 £73: = GARAGE RECORDS FAMILY ROOM 


MIRAE | WEATHER STRIP 
Shelf-Mounted 


Fast-selling because it's so easy ARS j 

to put on. This is the “original” +44 had CLOSET RODS 
coil metal and wool felt weather ye ern 

strip. Each individual carton con- D> 2 
tains one 18 ft. roll with nails and Here’s a sturdy, 


instructions. Packed 12 cartons in gue extruded alumi- — 
free display. ( num rod with nylon 


hanger-glides 
that slide easily. 
Completely pack- 


f CALKING & GLAZING aged sets, in sizes 
COMPOUND —— 
Me (AK 


World's best calking 
compound available in Vie (ALB 


loads, with or without CALKING 


nozzle . . . hand squeeze 
tubes . .. or |,  ¥ pt., fompound 
qt. and gal. cans. Also 
$-gal. and 55-gal. drums 


‘The Farmer Stockman  Swccessh " 
gun or knife grade. s it: Ah ‘ Bronce = 2 


pre EV a 


Wu-Glaze po ree ® ne nu 





























You can use and recom- 
mend this glazing com- 7 
pound with complete wacrs Fuel J 


confidence that it always GLAZING Deum Fama = a 


“stays put.’’ Packed in 
and qt. s, Com und ARMER 
28 Be Bin fod in Bab * we 


lb. drums. ———— ae 
ee es 17 magazines will carry 
DEALERS Order | howl BUILDERS \1-D pro 4. 197 000,000 Messages 


Your order a 

promptly! All M- D prod ucts sold aang to your customers 
ucts are fast a sed. hardware pply dealers. about M-D products! 
nationally advertise building supply P 


’ wised otN -_ 


et mal shuete , Pee 








124 ads (some in 2 colors) will 
cover the line of M-D products and 
create store traffic for youl 





At last: an asbestos shake 
with the look and feel of wood! 


New Gold Bond CLASSIC-SHAKE is without equal in the siding 

industry. It has the look and feel of a wood shingle, but costs you much less. 
Its deep texture gives it outstanding beauty, a natural shadow line, and 

greater strength. Comes in six new solid colors: Oxford Gray, Sandstone, Cedar 
Red, Lemonwood, Cypress Green, and Classic White. All are protected 

by Gold Bond's exclusive Plasticrylic Finish. 

To help you sell this great new siding we will send you free, these exclusive 
sales tools ...“Samplifier” Kit, Color Selector, point-of-sale literature, 
newspaper mats and radio scripts. And Classic-Shake is advertised in the best 
consumer magazines to help direct traffic to your store. 

Let everyone know you have Classic-Shake, or if you don’t have it yet, 
call your Gold Bond® representative right away. For free samples and literature, 
write Dept. AL-39, National Gypsum Company, Buffalo 13, New York. 


Gold Bond 


BUILDING PRODUCTS 


op ahead of tomorrow 
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American Lumberman, March 16, 1959 


POLITICS AND HOUSING have acquired a new, closer relationship during hearings 
on the Housing bill, but it's just a preview of things to come. One 
thing is crystal clear . .. the provisions of proposed bills are mild 
compared to ultra-liberal measures suggested by some of your legislators. 


If the Democrats win in 1960, there will be a new head for HHFA, FHA 
and all agencies tied to the housing industry. The appointment of 

a relatively unknown man to head FHA last month indicates the weakness 
of manpower available to Eisenhower. The Democrats are already talking 
up B. T. Fitzpatrick as HHFA administrator. He was HHFA counsel under 
Truman, now actively advises Democrats on housing matters. 














BUILDERS AS "LIBERALS" AND "CONSERVATIVES" led to long discussions by the 
NAHB board of directors at the January convention in Chicago. One 
group wanted less government help; the others favor a more generous 
Uncle Sam. Significantly the Conservatives lost and the NAHB lobby 
began the present drive for more FNMA funds and still lower down 


payments for homes under $13,500. 


No better example exists of businessmen who talk government economy 

for others but not for themselves. As one expert told us "the builders 
make the farmers look like pikers." The so-called "liberals" of NAHB, 
as you might suspect are generally project builders who want a return 

to no down payments and a lot of minimum standard cracker boxes. Numer- 
ically, they are a minority of NAHB membership, which suggests the 
association could stand a little practical democracy. 














LUMBER DEALER CONVENTIONS this year have discussed generally topics that once 
were regarded as "theoretical" or "impractical." Continued emphasis 
on unit loads for materials handling, house components and distribution 


trends, has been noted. 


Package selling, once said to be far in left field, was pin-pointed 

On many programs. More and more progressive, prestige firms are now 
fully supporting this technique, which insures both more profits and 
greater customer satisfaction. 


Scoffers still exist, but their comments seem rather weak when their 
profits and sales curves are compared with the PS dealer. Not accepting 
package selling flies in the face of growing customer demand for con- 
venient, one-stop service on both new construction and remodeling. 








THE NEW MINIMUM WAGE LAW has been introduced by Sen Kennedy and Sen. Morse, 
which, if adopted, would bring coverage to some 7.6 million more workers. 
The minimum would be raised from $1 to $1.25 an hour. 


President Eisenhower has agreed to extend coverage of retail and service 
workers, but he opposes the increase to $1.25 an hour. Increased cov- 
erage seems almost a sure thing... the rate per hour may be com- 
promised at $1.15. 














NEARLY SIX MILLION people have left the farm since 1953 and the pace still is 
accelerating. Today there are just 5,269,000 persons working on the 
farm. The last time the number was so small was in 1859. 





New farming methods require less labor, just as automation poses a 
serious problem for the auto industry. The rural lumber dealer is feel- 
ing this change less than many retailers, because his services are even 
more needed for efficient buildings and livable farm homes in step 

with the higher standards of farmer-businessmen, 
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MISS DO-IT-YOURSELF for Wood's “Power Tool Fair’ was Miss Nina I 
Whisenhunt, who was hostess, assisted by four maids-in-waiting. WOOD'S - THE HOME of O i PLYWOOD 


BRAND NAMES were featured at Power Tool one Wex< werent * webarl 
ir. ils on page 60). | Sat Bo ipl 


Fair. (More deta 





WOOD'S anti 
POWER TOOL FAIR 
and FALL FIX-UP FESTIVAL! 


© Amorice’s Lending Power Teoh Demonstrated 
By Factory Trained Instructors 
© Over 106 Weed Species at the South's 
Mert Complete Ponelung Dinpiey 
. i ee a 
SEE *= Yeursel ideas tor the Home-Owmner or 


z cmninetes ties eemananes 
FRIDAY, FRIDAY NIGHT, SATURDAY 
— 10th and 11th 


BRING THE FAMILY 
COME EARLY —STAY LATE! 








PARKING 15 NO PROGLEM AT: 











Do-It-Yourself Market Still Lively 


New stores are going up 


you have to give a homeowner ac- 


to serve this special customer a OV 
count,” explains James P. Cline, sales 


breed. Dealers who have learned the hard way have some manager, Erb Lumber Co., Royal Oak, 


suggestions for making more profitable handyman sales: Mich. 


To make it profitable, Cline added, 


* Sliding charges according to services offered the markup on homeowner business 


must run a minimum of 35%-36% 


" Feature tat do-it-yourself products and “anyone who thinks this trade is 
*Piece-price every possible item profitable on anything less is simply 


* Offer expert advice 


kidding himself.” 
Sales springboard. Do-it-yourself 


Gear your promotion fo this market can be switched to “let-us-do-it-for- 


Is do-it-yourself dead? Was it just a 
flash-in-the-pan, a lot of newspaper 
and magazine talk—a lot of bother 
for the lumber dealer at no profit? 

For those dealers who rushed into 
the field as blindly as their customers, 
who wanted to panel a room over- 
night, the answer is “Yes.” 

But for vast numbers of dealers, 
who studied the needs of this new 
breed of customer, then supplied him 


48 


at a profit, the answer is a resounding you,” says another Detroit area dealer, 
“No!” Bryan Chaplow. 

A cross-country check by American “We've finished many jobs that 
Lumberman shows that the home- were started on a do-it-yourself basis. 
owner fix-up man, abetted by his wife, And many do-it-yourself customers 
is busier than ever, doing larger proj- quickly decide upon investigating that 
ects on the whole and buying more they'll have the entire job done, since 
material from their lumber dealers. the labor only makes a few dollars 

“We like do-it-yourself because it’s difference on a monthly basis when 
profitable and it’s profitable because the job is financed.” 
we price to take care of all the service Chaplow also emphasized that to 
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pay off, the dealer must be set up for 
do-it-yourself, both as to trained staff 
and store space. 

Pricing? The do-it-yourselfer and 
builder are on the same net basis “be- 
cause our prices are rock bottom from 
the start,” Chaplow said. 

Down in Miami, Leo Plotkin, 
president of Everglades Lumber and 
Building Supply, says that do-it-your- 
self offers much repeat business. 

“It gives us a chance to present our 
diversified inventory to a_ broader 
group. Therefore, we can sell more re- 
lated items to the D-I-Y customer. The 
more numerous D-I-Y customers buy 
almost as much as the builders and this 
portion of our buiness has a higher 
markup, so that our profit is very 
good.” 

In Houston, Tex., Ralph Isaacs ex- 
pects do-it-yourself will make up 90% 
of the trade in his new Johnny John- 
son Lumber Co. store opening soon. 

“It will be a home center built 
around paint, hardware, plumbing 
supplies and lumber by the piece,” 
said Isaacs. 

Out on the West Coast, manager 
Ted Allen of Whiting Mead’s San 
Diego store had this to say: 

“We like the handyman trade _ be- 
cause it means we don’t have to cut 
prices. It opens a fine opportunity for 
the aggressive salesman to turn small 
sales of second line items into larger 
sales of first quality products.” 

In Salt Lake City, president O. V. 
Hansen of Standard Builders Supply 
Co. gave these reasons for preferring 
do-it-yourself business. 

“Frankly, it’s the only business 
we're geared to do. Our books show 
that between 85%-90% of our bus- 
iness is in the D-I-Y field. We work 
on a retail markup and we like that. 
Do-it-yourself business doesn’t tie up 
our capital like dealing with the 
contractor.” 

Speaking from the upper middle 
west, Jack Duoos, manager, South- 
town Building Mart, Bloomington, 
pointed out that neither a great deal 
of capital or a high volume are needed 
to get started in do-it-yourself. Fur- 
thermore, the chances of a sharp drop 
in business isn’t so great. 


Pricing schedule. Most successful 
dealers in D-I-Y do not have an iron- 
clad pricing schedule. Each item gets a 
price tag after determination of 
such factors as the amount of time 
and additional cost in packaging and 
handling. Prices range from 20% to 
50% above prices on contractor items. 

Ralph Isaacs, the Houston dealer, 
figures a markup of 6624% for most 
items. He finds customers are willing 
to pay an extra charge for cutting and 
other precision operations. 

Another Texas dealer, Earl E. 
Parker, assistant manager, Pasadena 
(Tex.) Lumber Co., made this ob- 
servation on pricing. 

“We believe in a healthy markup 
on D-I-Y items and we find the trade 
doesn’t resist an extra charge for pre- 
cision cutting. This doesn’t mean soak- 
ing them for sawing a board, but 


when these customers don’t have cut- 
ting tools, they’re happy to pay a 
small charge for this service. And we 
don’t overlook this opportunity to talk 
about power tools.” 

Two Memphis dealers explained 
their cutting charges. Elliot Whitting- 
ton, Whittington Lumber Co., said 
they make a minimum charge for any 
cutting or $5 an hour. Robert E. 
French, White Station Supply Co., 
doesn’t charge to saw a single board, 
but prices to the next dimension on 
small cutting jobs and $4 an hour on 
larger jobs. 

Thomas Frodsham, president, Lake 
Building Materials, White Plains, 
N. Y., grants a contractor discount to 
do-it-yourselfers if they order in 
quantity. 

Do-it-yourself is almost always a 
cash sale, says Harry Bogue, man- 
ager, Pacific Beach (Calif.) Lumber 
Co. Since bookkeeping is kept at a 
minimum, the extra time required to 
assist the D-I-Y customer is more 
than compensated for. Stewart Mc- 
Hugh, manager, Lumberteria, Inc., 
Cincinnati, agreed that 90% of their 
do-it-yourself was for cash. 

Price marking every item is vital 
to come out profitwise, emphasizes 
J. W. Rau, manager, Peoples Lumber 
Co., Oxnard, Calif. 

“We encourage do-it-yourself buy- 
ing,” said Rau, “but a person who isn’t 
familiar with a lumberyard can make 
a production of buying one can of 
paint. That’s expensive selling.” 

New produ: ts. Many new products 
have been added to dealers’ lines to 
satisfy D-I-Y customers. Mosaic tile 
is perhaps the newest and most 
popular. 

Kenmore Lumber Co., Akron, said 
they are just getting into the aluminum 
field and stock plywood and tile 
products mainly for D-I-Y customers. 
Plastics and metals are growing with 
aluminum in the lead, reports How- 
land Boyer, president, Boyer Lum- 
ber Co., Omaha. 

Curtain rods have been added as a 
handyman traffic builder by Ever- 
glades Lumber and Building Supply, 


+ 


Miami. Unfinished picture frames, 
shelf brackets, corner braces, pack- 
aged screws and nails, glues and sand- 
paper are offered by White Station 
Supply Co., Memphis. 

Ivan Foley, president, Live Mod- 
ern, Inc., New Orleans, reports a trend 
toward ceramics and prefinished wall 
paneling. Garden rock, redwood, 
ready-mix concrete and _ perforated 
hardboard are high on the list at Pel- 
key Lumber Co., Hawaiian Gardens, 
a Los Angeles development. 

“In general, we look for items with 
real appeal for the homeowner,” said 
Detroit dealer James Cline, “from the 
hardware he’ll need for his job to the 
paint he'll need to finish it. We have a 
homeowner list of packages on mate- 
rials for additions, garages and the 
like. For these, we buy carefully and 
offer good competitive pricing.” 

Promotion plans. Homeowner clin- 
ics and demonstrations continue to be 
the most popular and successful meth- 
ods of selling materials to the D-I-Y 
customer. (See pages 56-57 for clinic 
stories.) 

Based on experience, some dealers 
advise against a series of free clinics, 
which are costly in time and money. 
Students should pay at least a modest 
registration fee, which will eliminate 
the idly curious and screen prospects. 
After getting a lot of free advice, 
some students have been known to 
buy from discount houses and ply- 
wood marts. Many dealers are offer- 
ing cash door prizes as partial pay- 
ment on materials for optional remod- 
eling projects. 

A total attendance of 2,000 is ex- 
pected for clinics being held by the 
Carter Jones Lumber Co., Akron, 
Ohio, according to Glenn Carter, ad- 
vertising manager. Early this year, 
three clinics were held on each of 
these projects: basement remodel- 
ing, attic remodeling and kitchen 
remodeling. 

Carter says that personal advice and 
consultation plays a big role in the 
success of D-I-Y in their store. In 
Salt Lake City, dealer O. V. Hansen 


(continued on page 52) 
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DO-IT YOURSELF HEADQUARTERS VW 
[umBeRAMA yc 


BILLBOARD POINTS WAY to one of newest highway supermarts in New Jersey dedi- 
cated to the home handyman. See page 64 for the ‘Story along Route 46." 
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“Andersen Windows 
are best by far... 
they re trouble-free; lick wind 


and dust; easy to sell 


and profitable...” 


Says leading Nebraska lumber dealer 





Extra weathertightness! Andersen Casements, on each side of 
fixed glass, seal out high Nebraska winds that buffet the front of this 
house. They’re actually five times more weathertight than industry 
standards require. 


ee e’ve developed a big volume in Andersen Windows,” 

reports Ivan Doll, Manager, Johnson Cashway Lumber 
Company, Gering, Nebraska. ““The Reeder Construction Com- 
pany is a good example. 

“After one job of Andersen Windows, Reeder switched to 
them 100%. They sealed out the high winds and dust other 
windows couldn’t. They’re well accepted as the best windows 
by far. 

“Homeowners speak very highly of Andersen Windows. 


They’re very willing to pay for their extra weathertightness and 


Andersen \Windowalls 


ANDERSEN CORPORATION °* 


Dealer ivan Doll (left) with Dewey and Delmer Reeder. 
Reeder Construction Co. development in background features 
Andersen Windows in $20,000 to $40,000 homes. 


Extra sales appeal! Handsome wood sash and frames of 
Andersen Casement Windows add character, natural warmth and 
beauty to Reeder Construction Company homes. Penta-treating 
protects permanently against termites and decay. 


performance. That makes Andersen Windows a very important 
line in our business. 

“We feel Andersen is a window you can not only sell easily, 
but be proud to sell. Even if anything ever does go wrong, it 
gets fixed fast.” 

Andersen Windows are helping dealers everywhere make 
extra sales and profit. They can do the same for you. For 
complete information, phone your Andersen Distributor or 
write: Andersen Corporation, Bayport, Minn. Andersen 
Windows are sold throughout the United States and Canada. 


TRADEMARK OF ANDERSEN CORPORATION 


BAYPORT, MINNESOTA 


Circle No. 439 on Handy Cover Card 








D-I-Y 


(begins on page 49) 





said that clinics had helped his D-I-Y 
sales “tremendously.” Recent clinics 
have been held on paints and cutting 
tools and another on plywoods is 
scheduled for spring. 

Yellow pages of the phone book 
and newspaper display advertising are 
preferred by dealer Thomas Frod- 
sham, White Plains, N. Y., who ad- 
vertises: “You can fix your attic for 
so much a month.” 

A do-it-yourself calendar, which 
shows a customer a new project for 
each month, is used to develop busi- 
ness by Everett Pelkey, Pelkey Lum- 
ber Co., Los Angeles. Each calendar 
page gives plans, details, materials 
and estimated costs for each project. 

In New Orleans, dealer Foley 
plans to direct his clinics to various 
audiences—housewives, business men, 
Tulane University students, even the 
youngsters. Power tool clinics have 
been used with considerable success 
by such dealers as Hechinger’s, Wash- 
ington, D. C., Carter Jones, Akron and 
West Lumber Co., Atlanta. By offer- 
ing a wide range of accessories, guar- 
anteed service and a wide range of 
working materials, these dealers have 
fought the discount house problem. 

A hospitality room, which will be 
thrown open to civic clubs, garden 
clubs and neighborhood organizations 
is expected to build D-I-Y business 
for the new Johnny Johnson Lumber 
Co. store in Houston. D-I-Y clinics will 
be scheduled for this room, which will 
be equipped with an electric kitchen. 

Les Garland, sales manager for 
Johnson Cashway Lumber Co., 
Omaha, says “we like to point our ad- 


Gordon Lumber Co., Albuquerque, 
N. M., has recently opened a special 
shed to sell shorts and miscellaneous cut- 
off material. It is convenient to the yard 
entrance. 


Redwood 


vertising to men who are spending 
$100 or more. We plan a large dis- 
play at the 1959 home show. We 
dropped TV and radio and are using 
newspaper exclusively.” 

Customer help. A wide variety of 
services varying from product sugges- 
tions to on-site inspection of projects 
in various stages are offered by deal- 
ers promoting do-it-yourself. 

In Salt Lake City, the Standard 
Builders Supply Co. will send out a 
carpenter to give D-I-Y customers an 
idea on how much material they will 
need and how to do the job best. 
Robert J. Ketchum, another Salt Lake 
City dealer, has found that customers 
can get about all the help they need 
inside the store, since Ketchum has 
trained personnel. 

Bailey’s Lumber Yards in South Mi- 
ami, Fla., have three outside sales- 
men, who will check on the larger 
jobs at no charge. 

“We don’t draw up plans because 
of the building code here,” said man- 
ager Everette Cupit, “but we will 
break down their plans to list the ma- 
terials needed.” 

The slogan at the Pelkey Lumber 
Co., Los Angeles, is: “Do It Yourself 
or We Will Build It.” Everett Pelkey 
has a contractors’ license and is qual- 
ified to give do-it-yourselfers expert 
advice. In Philadelphia, Cumberland 
Lumber Co. has a draftsman, who will 
help customers with their rough plans. 
It will also finish any part of the job 
the customer wants. 

Changing customer. Dealers ques- 
tioned were almost unanimous in say- 
ing that women play an increasingly 
important role in their do-it-yourself 
business. 

“Nine out of 10 D-I-Y customers 
bring their wives in to discuss the proj- 


Shorts Shed 


Promotes 
Fast Turnover 


“We sell these items for 10% less than 
the regular price and it pays off in good 
returns,” says partner David E. Gibson, 


é 
The bins have been set up as follows: 


Douglas Fir 





1x6 


1x8 Redwood pattern stock 





1x10 
2x4 
2x6 


1x12 Fir pattern stock 
2x8 Miscellaneous 
plywood 








2x10 





2x12 





ect,” said Earl Jones, Kenmore Lumber 
Co., Akron. “That’s one reason we 
stay open two nights a week. It makes 
it easier for the husband and wife to 
come in together. The biggest change 
I’ve noted is the increasing role of 
women in do-it-yourself projects.” 

Women have become such a pre- 
dominant D-I-Y customer group that 
the Pasadena (Tex.) Lumber Co. has 
hired a woman for their paint depart- 
ment. Twice as many women are do- 
ing their own painting compared with 
a few years ago, believes dealer Boyer 
in Omaha. Richard M. Martin, vice- 
president, Micklin Lumber, also Oma- 
ha, mentioned women’s activity in 
painting and floor coverings. 

Among other changes noted in do- 
it-yourself customers in recent years 
were these: 

Customers are becoming more 
knowledgeable, emphasized Ted Allen 
in San Diego. They no longer con- 
sider themselves tinkerers and it’s im- 
portant to talk up to them. They’re not 
so hesitant about tackling a major 
project. People are getting more rea- 
listic, pointed out Earl Robinson, Jr., 
vice-president, Southern Hardware 
and Lumber Co., New Orleans. 

“They know what they can do and 
what they can’t do and it works to the 
advantage of people on both sides of 
the country,” declared Robinson. 

Omaha dealer Boyer said men are 
less afraid of power equipment than 
they were seven years ago when his 
firm started promoting the D-I-Y cus- 
tomer. One reason for more D-I-Y sales, 
as pointed out by Salt Lake City 
dealer Hansen, may be that manufac- 
turers are supplying materials that are 
easier to use and in finished form. 

“The customer is taking on bigger 
and bigger jobs, mainly because of 
the confidence he gets through dis- 
cussing his project with trained peo- 
ple,” believes Walter Graff, Jr., treas- 
urer, Cumberland Lumber Co., Phila- 
delphia. 

Do-it-yourself business is bound to 
increase, points out dealer Rau in Ox- 
nard, Calif., because of increased 
home ownership by people who can- 
not afford to have maintenance done 
by professional mechanics. 

Anti D-I-Y dealers. Not every 
dealer agrees that D-I-Y business is 
worth the trouble. J. A. Tapp, J. A. 
Tapp Lumber Co., Memphis, says 
they take too much of a highly-paid 
salesman’s time. More emphatic is 
Herbert Naurison, president, Doug- 
las Lumber Co., Kendall, Fla. 

“It absolutely doesn’t pay because 
you have to have trained personnel. 
Most of the customers are doing only 
small projects and they go to the spe- 
cialists for the larger ones.” 

The same thought was reiterated by 
Loman Hart, partner, Hart and Hart 
Lumber Co., Dallas, who commented: 

“My firm finds that amateurs are 
now doing only the smallest jobs 
themselves, having discovered that the 
professional can do the larger jobs 
better and cheaper.” 
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NEW SALES-TESTED SELLING 
AIDS! Heart of your new Sargent 
“Sales-Tested Profit Plan” is a 
complete selection of hard-selling 
residential hardware displays, con- 
sumer literature, ad mats, radio 
commercials, streamers, decals and 
an illuminated “Sales Center” sign. 





NEW SALES-TESTED RESIDEN- 
TIAL HARDWARE CATALOG! The 
award-winning show-piece of your 
“Sales-Tested Profit Plan.” Full- 
color, fully illustrated book perfect 
for showing and selling the com- 
plete line of residential locks and 
hardware. Your copy is waiting. 


NEW SALES-TESTED LUCKY KEY 
CONTEST! An exciting builder pro- 
motion for you... to help increase 
your sales by helping builders sell 
more homes. For particulars on the 
1959 “Sales-Tested Profit Plan’”’ 
write Sargent & Company, New 
Haven 9, Conn., Dept. 3-B. 


Keeps your hands full making money... Sargent’s new 
“Sales-T ested Profit Plan.” 


March 
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Four-Season 
Favorite: 


MIDLANDS 
7 H.P RIDER 


a brawny utility tractor that performs 

big jobs on a budget 12 MONTHS A YEAR 
... for truck farms, as a second 

tractor on large farms, for suburban 
gardens, estates, service stations, 

golf courses and in many other 


applications. 





oar 





OPPORTUNITY KNOCKS 
4 SEASONS A YEAR 


WHEN YOU SELL 
MIDLAND 


new subsidiary of 
Outboard Marine Corporation 


Your selling season never ends when you offer Midland power 
garden equipment. Glowing proof: the Midland line for ’59 — 
a soundly-engineered group of powerful units that sells all year 
long because it fills user needs all year long. You enjoy a 12- 
month selling season on units and implements... plus the added 
assurance that Midland quality promotes not only your reputa- 
tion but repeat business as well. 


But those aren’t the only reasons you’ll want to switch fast 
to Midland. There’s also the powerful backing of Outboard 
Marine Corporation to think about; backing that includes a 
nationwide network of parts-service centers...a 90-day warranty 
from a company with ample resources to stand behind every 
product you sell...and all the aggressive advertising and 
merchandising that built the successes of Lawn-Boy, Pioneer, 
Johnson, and Evinrude! 

The Midiand Company 
sussioiary of OUTBOARD MARINE <<.» «—.._« «i. 


Makers of Johnson, Evinrude, and Buccaneer Outboard Motors, Lawn-Boy Power Mowers, 
Cushman Commercial and Industrial Vehicles, and Pioneer Chain Saws. 


Make the Big Move to 4-Season Profit 


tear out and mail this coupon today! 


Pee ee ED ED DD ie | 
mc-2 § 


THE MIDLAND COMPANY 
1200 S. Rawson Ave., Dept. AL39 
South Milwaukee, Wisconsin 


Gentlemen: Tell me more about how I can profit this Spring 
and the year around with a Midland direct-dealership. 
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The MIDLAND 
4-Season Line 


Midiand 16” Rotary Tiller 


3 HP Model RT-1: peak power and 
performance in a low-cost package 


Midiand 4 HP Super Rotary 
Tiller-Mower, Model TMS-1 


Midiand 7 HP Self-Propelied 
Rotary Tiller-Tractor, Model 708 
x 


3 Midiand Rotary Mowers 

21” Model 19 MH (shown) and 18” Model 89MH 
with 2 HP Midland Iron Horse engines; 

21” Model MPB1 with 2-1/2 HP 

Briggs & Stratton engine. 


A wide selection of dependabie 
attachments is availabie for each 
Midiand tractor to enhance your 
4-season selling power. 





HANDYMEN GET TIPS ON PLASTIC TILE installation from Art 
Brown, experienced carpenter who handles do-it-yourself 
clinics for Peterborough (Ont.) Lumber Co., pictured above. 
Advertisement at right shows how dealer uses product prices 
in same ad which promotes clinics. At left is typical result— 
order for plastic tile is placed after the clinic by homeowners. 


Clinics Still Pull Handymen 


Two dealers have different, but successful ideas, for pro- 
moting and staging do-it-yourself demonstrations. 


DO-IT-YOURSELF MARKET 


( begins on page 48 ) 


Active demonstrations pointed to- 
ward the do-it-yourself customer are 
still one of the best ways to sell ma- 
terials and build new store traffic, 
dealers find. 

Two dealers who operate their do- 
it-yourself clinics quite differently but 
successfully are the Peterborough 
(Ont.) Lumber Co. and the Corlett 
Lumber Co., Mishawaka, Ind. 

Peterborough will wind up a six- 


month series of weekly one-hour 
meetings on Saturday mornings with a 
home show the last week in April. 
This is their third year of free do-it- 
yourself classes covering floor tiling, 
kitchen cabinets, laying hardwood 
flooring, power tools, paneling, wood 
finishing, paint, etc. 

Corlett Lumber Co. completed their 
first series of do-it-yourself classes 
this month. The charge of $2.75 for 
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| MAb bbb bbbbbbtbbbtnbntnd 
Peterborough Lumber Co. Lid. 

Be Sure To See The 

Demonstration 


Sat., 
Jan. 1 
10:00 a.m. 


P.L. SHOWROOM [7 
(Upstairs) 
“How To Install” 


LUXURY 


CRAFTILE 


Plastic Wall Tile 


By Art Brough — P.L. Staff 
If you're planning to add new Life and Beauty to your 
kitchen, bathroom, laundry or utility room with the appli- 
cation of luxury CRAFTILE plastic wall tile — you're 
invited to watch Art Brown demonstrate how to “Do-it- 


: RAFTILE 


29 Lovely Colours 


vvVvVv—VvVvVvWv 


uy 4.1 A wide range of pleasing 
eo! shades permits hundreds 
tase Fa of attractive colour com- 
% IV /| binetions for bath - kit- 
.}] chen - laundry - utility 

<f i room. 


Craftile Is Economical 


CRAFTILE WALL TILE — 29 colours 

per sq. ff..... 
THRIFTILE WALL TILE — 8 colours 

per eq. ft..... 25c 
Colour matched trim pieces from Sc each. 


Tee aay contin: Saris $7.95 


FREE! 1 QT. CRAFTILE 
5 


CLEANER WITH 
EACH JOB 
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the series of three classes did not ap- 
pear to cut attendance. Advance reg- 
istration totaled 67 and 60 showed up 
for the first session. Students had the 
alternative of paying $1 for any one 
session. 

Single project theme. Corlett’s do- 
it-yourself meetings were based on a 
single project, the construction of a 
recreation room or family room. The 
first session covered design and lay- 
out. This was handled by a senior at 
the school of architecture at the Uni- 
versity of Notre Dame. He discussed 
the basic fundamentals of design, the 
pitfalls and problems builders are 
likely to encounter. 

The second session covered the 
preparation of the room for the finish 
materials. One of Corlett’s best con- 
tractor customers was in charge. The 
final session dealt with application of 
materials. Four suppliers’ representa- 
tives were speakers. 

“By charging a registration fee, we 


eliminated the merely curious,” ex- 
plained Irvin Morse, secretary of the 
firm. He said the purpose of the series 
was to encourage package remodeiing 
jobs. 

“We feel these people are good 
leads and we intend to follow them 
up,” declared Morse. 

Promotion was by means of four 
newspaper display ads in the Misha- 
waka section of the South Bend Trib- 
une and a direct mailing to 250 of 
Corlett’s customers. It turned out 
that 90% of the people came from 
South Bend. The three sessions were 
held in the U. S. Plywood warehouse. 
Corlett’s advertising agency planned 
the series. 

Peterborough’s series of one-hour 
Saturday morning meetings are held 
on the second floor of the store. The 
series is promoted by means of a two- 
column Friday advertisement, giving 
the time, place and nature of the 
demonstration. 

Carpenter demonstrates. Art Brown, 
a carpenter for 35 years and foreman 
of the service department, handles 
most of the demonstrations, aided by 
an occasional manufacturers’ repre- 
sentative. He works from an eight- 
foot square booth, enclosed on three 
sides. The booth is lighted by two 
flood lamps in addition to overhead 
lighting. 

Using the booth as a framework, 
Brown demonstrates work that can be 
done in any part of the home from the 
basement to the attic. Materials used 
for demonstration is later sold in the 
company’s bargain annex building. 

“Many of the same people who 
come back week after week are do- 


ing extensive do-it-yourself work in 
their homes,” declares Howard Doo- 
little, sales promotion manager. At- 
tendance has averaged 45, but some- 
times as high as 80. 

Doolittle feels that the clinics have 
been especially helpful in promoting 
consumer business, which is steadily 
increasing. He plans a fourth series for 
1959-1960. 
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with a hammer 


@ennouncing our 


unique co-ed school 





Husband and wife, learn to build your own basement recreation room 
Do the work together and 


*500 


nderstand listed below 


or similar home unprovements 


save up to 


MEN, BRING YOUR WIVES 
LADIES, BRING YOUR HUSBA 


ining 2 


se 
oe Bt 


tors 


ngie classes $1! 4 n 
tor further information and make your reservation now 


400 S. WEST MISHAWAKA BL 5-3166 


FOUR DISPLAY ADS like one above 
produced pre-registrations for Cortell 
Lumber Co., Mishawaka, Ind. Fee for 
complete course was $2.75; single 
class $1. 


“ 
» 


THESE HOMEOWNERS are genuinely interested in ‘Homework With a 
Hammer” clinics staged by Corlett Lumber. Curiosity-seekers are eliminated 
by charging a fee for the clinics, dealer explains. 
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IN 0 


NOW STANDARD CORRUGATED ROOFING THAT'S 


EXTRA WIDE 
EXTRA LONG FOR 
EXTRA COVERAGE 


Here’s the perfect selling mate to team up 
with Kaiser Aluminum’s wider, longer Dia- 
mond-Rib roofing...a sturdy 2%” corru- 
gated sheet that’s 51/4” wide, up to 16’ long! 


This new, wider corrugated roofing sheet 
provides a full 48” coverage after lapping— 
reduces side laps. And the new longer 


ISER ALUMINUM! 


roofing sheet lengths eliminate end laps on 
many roofs. 

This new .019” gauge corrugated roofing 
is embossed to cut down glare, improve 
appearance. It’s made with the same high 
quality, corrosion resistant aluminum al- 
loys as famous Diamond-Rib roofing. 
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STOCK BOTH OF THESE SALES-MAKERS! 


Now you can offer your customers two extra wide, extra long 
aluminum roofing sheets . . . with a choice of either corru- 
gated or Diamond-Rib construction. 


Both give you an exclusive selling story and roofing stock. 
Both carry the name that means unsurpassed dependability 
in aluminum building materials . . . Kaiser Aluminum. 


Order now through your Kaiser Aluminum building prod- 
ucts distributor. Kaiser Aluminum & Chemical Sales, Inc., 
Building Products Dept., 919 N Michigan Avenue, Chi- 
cago 11, Illinois. 


Width: 514%” 


Lengths: from 6’ through 12’, 
and 14’ and 16’. . 


Corrugation: 2/2” 
Gauge: .019” 


Finish: Stucco embossed 


KAISER 
ALUMINUM 


THE BRIGHT STAR OF METALS 


Kaiser Aluminum backs up its 
products...backs up its dealers! 


See MAVERICK” ¢ Sunday Evenings, ABC-TV Network * Consult local TV listing. 
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DISPLAY AD invites hobbyists to ‘‘come 
in and browse around” at Squires Lum- 
ber Co., Colton, Calif. 


Tool Shop, 


HOBBY SHOP SUPERVISOR, John Evers, stands besides shop which occupies building 


that was former Squires Lumber Co. store. 





DO-IT-YOURSELF MARKET 











Tool Fair, Pull Prospects 


Dealers in Alabama and California use different means to 
achieve the same end—profitable sales to do-it-yourselfers. 


Tools and building materials go 
hand-in-hand. Each leads to the sale 
of the other and additional sales over 
the years. 

Two” of the many dealers who 
have recognized and done something 
about this natural tie-in are Wood's in 
Birmingham, Ala. and the Squires 
Lumber Co., Colton, Calif. 

Wood’s has staged “power tool 
fairs and fall fix-up festivals” for the 
past three years and will consider an- 
other one this fall, according to John 
Richardson, advertising manager. 

Wood's refer to their Birmingham 
store as the “most complete home- 
maker’s center” and “do-it-yourselfers 
paradise.” Wood's also advertise them- 
selves as “the home of 9¢ pound 
plywood.” 

Factory-trained instructors are on 
hand to demonstrate the wide range of 
power tools handled by Wood’s. Dis- 
play ads run prior to the event illus- 
trate major power tool lines and re- 
produce the trademarks of such well- 
known lines as Shopsmith, Millers 
Falls Tools, DeWalt and Porter-Cable. 

People who fill out an attendance 
ticket giving name, address and occu- 
pation become eligible for a prize 
drawing and at the same time provide 
followup leads for Wood's. 

In Colton, Calif., Roy Squires is en- 
couraging handyman trade with his 
recently-opened and _ fully-equipped 
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shop for the exclusive use of hobbyists. 

The shop, which is under the super- 
vision of John Evers, a high school 
teacher in industrial arts, is open five 
nights a week, Monday through Fri- 
day, from 6:30 p.m. to 10:30 p.m. 
Charge for the use of the tools is 50¢ 
an hour. 

Hobbyists find these tools avail- 
able: radial arm saw, tilting arbor 
saw, band saw, jigsaw, jointer, lathe, 
drill press and shaper, portable sander, 
electric drill, router, saber saw and a 
full line of hand tools. 

The hobby shop occupies 2,400 feet 
in a building, which formerly served 
as a store headquarters for the firm 
until they moved recently. 

“We like to keep on hand every 
item that a homeowner might find 
useful,” says Squires. “We price our 
items so they will catch the eye of the 
small buyer as well as the big con- 
tractor. Instead of advertising 1,000 
feet of lumber for $25, it is some- 
times better to say 242¢ per running 
foot. This appeals to the do-it-your- 
self customer for he can easily figure 
out this small purchase and you are 
still selling in your profit range. 

“In our lumber department, we 
piece-price everything. And in our 
tool department, there is a good stock 
of inexpensive tools for the occasional 
user as well as those used by the 
journeymen mechanics.” 





One Way to Get Leads 


Mathieu Lumber Co., Blue Is- 
land, Ill., hands each do-it-yourself 
clinic student a questionnaire. The 
student writes what he wants most 
for his home and marks off his 
“needs.” He then tosses the ques- 
tionnaire into a Wishing Well in 
the store. 

Mathieu then draws out a ques- 
tionnaire at the end of the clinic 
and the lucky homeowner receives 
$25 on the spot. The cash is usually 
spent at the store and Mathieu gets 
a valuable insight into the desires 
of his prospects. 











POWER TOOL DEMONSTRATIONS have 
been staged regularly for three years 
in store of Wood's, Birmingham, Aia. 
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IMIEF takes a New Approach to Utility Tractors 


d 


Oe 


INSTANT @ REVERSE 


Here’s the most important development ever made 
on an Industrial Utility Tractor. A new ease and 
efficiency of operation is yours with the all-new 
Work Bull 204 — designed for you...to your re- 
quirements..No more cumbersome shifting of gears 
to change direction of travel. With the simplified 
and field-proven three-pedal control, you can move 
in either forward or reverse instantly and 
smoothly. ..or simply accelerate the engine with 
a mere touch of the toe. And a torque converter — 
also a first for Utility Tractors — maintains the 


with TORQUE CONVERTER 
change directions 
INSTANTLY 


at a Touch of the Toe 
—no SHIFTING 


correct power-to-load ratio. Has four equal speeds 
either direction to give a wide work range as well 
as favorable road speeds. It has a powerful 40-hp, 
high-torque engine. Full-time power steering is 
another standard feature. Of course, the Work 
Bull 204 is power matched with the M-F Davis 
Loader and Backhoe. It has the exclusive Ferguson 
3-point hitch with hydraulic draft control for 
Scarifier-Scraper or other rear-end attachments. 
See it today and you'll agree it’s the ultimate of 
utility tractors. Write for name of nearest dealer. 


Work Bull 1001 Work Bull 303 with $00 Loader and Devs Backhoe Work Bull 202 with Davis Loader and Backhoe Work Bull Fork (tt 


MASSEY-FERGUSON INDUSTRIAL DIVISION 
1009 SOUTH WEST STREET * WICHITA 13N, KANSAS 
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Chevy 


power Is 
— tough- 


and proves it on bruising 


off-the-road hauls! 


hi 








That Series 100 Chevy tandem above takes a terrific pounding as it hauls 
huge loads of gravel or fill dirt into the heart of California’s redwood 
country. It goes miles off the road, makes up to 24 trips a day through 
rocky forest land. Yet owner Bernard Conti, of the Conti Sand & Gravel 
Company, reports only one hour of downtime _in 20,000 miles on this 
truck-killing road construction job. And Chevy’s tough power gets the truck 
through faster, Mr. Conti says; assures more trips—more profits—per day! 


Hauling outsized loads of fill dirt through California’s 
forests calls for a heavy-duty truck that’s rock-rugged 
and powerful as they come; one that’s soundly built 
down to the last bolt. And the Conti Sand & Gravel 
Company bears witness to the fact that Chevrolet is 
just such a truck. They’re completely satisfied with 
their Series 100 model, from the dependable pulling 
power of the big 230-h.p. Workmaster V8 to the work- 
whipping qualities of the tough-built chassis compo- 
nents. And you'll be equally satisfied with whichever 


Chevy heavyweight or middleweight your work requires! 
Mr. Conti indicates that Chevrolet’s Powermatic* 
transmission is of special importance in this rugged 
service. It helps him to bull through the tough spots 
with exceptional ease. This fully automatic 6-speed 
transmission virtually eliminates manual gearshifting! 
It also provides a Hydraulic Retarder that helps you 
control truck speed and saves wear on the service brakes. 
*Optional at extra cost, Series 50, 

60, 70, 80, 90 and 100 models. 


No job’s too tough for a 
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Chevy’s powered to cut 
costs and keep going on your 
tough off-the-road hauls! 


That’s for sure, whether you use mighty middleweights 
or high-capacity heavyweights—whether you prefer 
V8’s or 6’s. 

Take Chevrolet’s 1959 big-truck V8’s, for example. 
As indicated by that tough truck job pictured above, 
these modern engines are out to whip any work that 
comes their way. They’ve got what it takes to do it. 
The shortest piston stroke of any comparable truck V8’s: 
a sure sign of more work on less fuel. Compact design 

that cuts down on truck weight and 
helps assure the biggest possible pay- 
loads. Scores of up-to-the-minute 
features that know how to trim over- 
head: full-flow oil filter, hydraulic 
valve lifters, hard-faced exhaust 
valves and hardened valve seats, 


Chevrolet truck! 
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extreme-duty Moraine 400 bearings, rotor-controlled 
governor, overspeed warning light and many more. 

And with a complete lineup of modern V8 powerplants 
—including 160-h.p. Trademaster, 160-h.p. HD Task- 
master, 175-h.p. HD Super Taskmaster, 185-h.p. Work- 
master Special and 230-h.p. Workmaster—Chevy can 
match the engine to your work, ideally. 

Or if you prefer 6’s, Chevy’s still 
your best bet. Standard in Series 40 
models is the 135-h.p. Thriftmaster 
6, better than ever for ’59 with a 
new Economy-Contoured camshaft 
that improves gas economy by 10%! 
And in Series 60 there’s a new 
edition of the 150-h.p. Jobmaster 6. It offers new dura- 
bility stemming from new tougher built pistons and 
Stellite-faced exhaust valves. Both of these famous 6’s 
provide plenty of hard-pulling torque. 

Six or V8, you'll go a long way before you see the 
likes of this ’59 Chevy engine lineup. Actually, there’s 
only one best place to go for all your trucking needs 
—and that’s to your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 
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DO-IT-YOURSELF MARKET 











PYLON SIGN in front of 10,000-sq. ft. 
highway store promotes ‘‘Danny’’ in- 
signia at Lumberama, Clifton, N. J. Note 
directional sign pointing to ‘Drive-in 
Lumberyard”’ at rear. 


HANDY MAN 
shoppe in East 
Paterson, N. J., is 
a separate entity 
from its parent, 
Home Builders 
Supply Co., al- 
though you walk 
from one to an- 
other under the 
same roof, 


Highway Marts tor Handymen 


Do-it-yourself market is strong, say New Jersey lumbermen, 
who have opened 10,000-sq ft. stores during past year. 


Drive across George Washington 
bridge from New York, onto New 
Jersey’s Route 46 and you'll be con- 
vinced that selling to the do-it-your- 
selfer is still a mighty thriving business. 

Store after store, including a heavy 
array of discount retailers, is devoted 
to the home handyman trade. Many 
of these are lumberyards. 

Within the past year, two new 
marts have been opened on Route 46 
by lumber dealers: The Danny Do-It 
Lumberama in Clifton and the Handy- 
Man Shoppe in East Paterson. 

Both owners say that while business 
started off a little short of expecta- 
tions, they are satisfied with volume 
so far. And, what’s more important, 
they feel there is a great growth 
ahead for their handyman stores and 
yards, providing they sell quality 
merchandise. 

Separate store. Ben Weiner, presi- 
dent of the New Jersey Lumber & 
Supply, said that his Danny Do-It 
Lumberama store was opened to han- 
dle the increasing do-it-yourself trade 
which was a problem at the main 
yard. 

“The highway store and yard was 
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built to separate our contractor-indus- 
trial trade from the pickup handyman 
trade,” Weiner said. 

Charles Pierce, manager of Lum- 
berama, was recruited from the retail 
hardware industry, rather than from 
the lumber business. Although Lum- 
berama sells lumber and materials to 
the handyman, the main store is 
heavy with hardware, tools, paints, 
building specialties, electrical, plumb- 
ing and garden supplies. 

Housewares was included in the 
original setup, but is being dropped, 
Pierce said. 

There are no accounts receivables 
at Lumberama because all credit ac- 
counts are handled by the New Jer- 
sey Bank and Trust Co. This includes 
30-day, 90-day, six-month and 36- 
month credit plans. Many dealers in 
the area use this financing plan. Al- 
though the dealer must pay the bank 
a service charge for handling the cus- 
tomer’s credit, the plan enables all 
employes to concentrate on selling. 

Store with yard. Down Route 46, 
the Handy-Man Shoppe of Home 
Builders Supply in East Paterson was 
built as an extension to the main lum- 


beryard, which was started 12 years 
ago by the Slaff brothers. 

Saul Slaff said that the Handy-Man 
Shoppe is pulling in new accounts for 
the lumberyard. “Many people tell us 
that they did not come to us before 
because they didn’t think they would 
be welcome at a lumberyard,” Saul 
said. With the retail store named 
“Handy-Man Shoppe” there is no 
doubt on the part of the consumer. 

Slaff figures that sales at the store 
should increase about 20% on a 
monthly basis this spring and summer. 

“We opened the Handy-Man 
Shoppe in November, which may have 
been a mistake. But we are convinced 
that the market is here if we stick to 
merchandise related to building and 
hardware. The store has substantially 
improved traffic for the lumberyard.” 

The paint, hardware, plumbing 
and take-with handyman lumber sales 
could well become 50%. of the com- 
bined business between the Handy- 
Man Shoppe and its parent company, 
Home Builders Supply, Slaff said. 

Store sales are on a cash basis. 
However, the store customer can be- 
come a charge customer with the 
lumberyard, which is a separate en- 
tity, although physically adjacent to 
the Handy-Man Shoppe. 

If a store customer wants to charge 

(continued on page ) 
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More and More Builders agree: 


“Here's why Lenofire 


makes more money 


forme...” 





“Thanks to Benefire, 
I can charge /ess — 
and net more profit 
—on every fireplace 
job. Benefire is engi- 
neered to save time 
and materials. Just 
set it on the hearth 
in 14” bed of fire clay 
—the all-around 
sealing flange forms 
a neat, tight junc- 
tion — speeds up 
construction, seals 
against heat and 
smoke leaks...” 








“Benefire is sized to lay up 
quickly with standard brick 
—no cutting or fitting 
needed. Its square sides do 
away with fussy diagonal 
courses — and the bigger 
air chambers save even 
more masonry, provide 
greater heating capacity, 
too. Exclusive ‘Ductops’ 
bend out easily to serve as 
ready-made forms for fast 
ductwork...” 








“*Here’s another timesaver. 
Benefire provides a com- 
plete form all the way from 
hearth to flue. No tricky, 
free-hand, stepped corbel- 
ling to slow up the job. 
Where larger flue tile is re- 
quired, I just cut the two 
‘tack welds,’ and bend out 
top to fit flue...” 











“Talk about fast work! We 
set the flue in place on top 
of the unit and keep right 
on going. No waiting for 
mortar to dry below the 
flue, as is necessary with a 
standard brick fireplace or 
other makes of fireplace 
forms. No wonder I get so 
many fireplace jobs—with 
Benefire I save plenty of 
time and up to a fon of ma- 
sonry—yet I can guarantee 
a perfect, smoke-free fire- 
place every time!” 
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...and MORE PROFITS for YOU too! 


Make no mistake...the products that make 
more money for your builder-customers are the 
products that will make more money for you, too. 
And the Benefire fireplace offers your customers 
money-making advantages they just can’t get in 
any other fireplace form. That’s why so many 
dealers are boosting sales with Benefire — enjoy- 
ing the bigger discounts and freight savings made 
possible by concentrating on Bennett for a// their 
fireplace needs. Get the facts — see your Bennett 
representative ... 


Double your profits 


— sell 


Every fireplace you sell 
needs famous Flex- 
screen spark curtains, 
andirons, firesets, other 
decorative accessories. 
Sell the complete order 

and get your share 
of this high-margin 
business! Write for free 
catalog, prices and sales 
aids. Address 359 Pine 
Street. 


BENNETT IRELAND: IN 
4 
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Dealer's Cost Study Reveals How to 
Use Handling Equipment Profitably 


Some operating rules based on Art Masters’ experience in 
his $3 million operation: 
1. Keep your material handling equipment busy maximum 
number of hours. 
2. Determine when hand labor is cheaper than power 
equipment. 
3. Consider dumpbeds for cost-cutting deliveries. 
. Keep cost charts—regularly. 


March 15, 1959, AMERICAN LUMBERMAN AND BUILD:NG PRODUCTS MERCHANDISER 











LUMBER IS PACKAGED in 
most-wanted units. These 
packages contain 1,500 
lineal feet of random 
length 2x4's ready for 
fork-lift handling. 


Will this piece of equipment do the 
best possible job for me in my own 
operation, even though it appears to 
perform demonstration miracles? 

If I buy it, can I be objective 
enough to determine when it is more 
profitable to keep it under wraps and 
revert to manual handling? 

These are questions which every 
dealer should answer before buying 
material handling equipment, believes 
Art Masters, president, Contractors’ 
Supply & Lumber Co., Houston, Tex. 

Masters has evolved what is prob- 
ably the city’s most efficient material 
handling program. He doesn’t own the 
largest amount of equipment or the 
most costly, but through deliberate 
study he knows how and where to use 
it and when it is more profitable to 
use hand labor. 

Masters talks first about the excep- 
tions—conditions under which han- 


LIFT TRUCK PURCHASE pro- 
gram was gradual. Contrac- 
tors’ now uses two 4,000 Ib. 
lifts, one 6,000 Ib. lift and one 
of 8,000 Ib. capacity. 


CONTRACTORS 
ORG APL SPUPS Revi 


WA 6-965 


dling equipment and methods have 
proved impractical or expensive. Then 
he demonstrates how he arrives at 
these conclusions. Last, he cites the 
accomplishments of the equipment. 
Many dealers may think the Mas- 
ters’ formula should begin with a glow- 


ing description of “success”. But he 
sticks to the theory that only after 
the limitations have been uncovered, 
does a dealer dare to judge the effi- 
ciency of equipment and methods in 
his particular operation. 

Houston lumber dealers, in view 
of the area’s intense price competi- 
tion, nearly all agree on the value of 
handling equipment, whenever the in- 
vestment becomes possible. Few, how- 
ever, take the regional labor situa- 
tion into consideration before switch- 
ing to an all-out mechanized program. 

Figure labor costs. “Each handling 
operation of a yard in this part of the 
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TWELVE DUMPBEDS are used 
for fast, efficient deliveries at 
the job site. 


country should be judged on its cost- 
of-labor figure,” cautions Masters, 
“when mechanization is in the trial 
stage. And once begun, this cost con- 
trol should be a permanent part of 
the program.” 

For example, he compares the hour- 
ly wage of a laborer in the Cleveland 
area—$2.50—against the Houston 
rate of $1.25. These figures form the 
background for one Contractors’ ex- 
ception—the manual unloading of non- 
special packaged cars. 

Contractors’ finds that this manual 
handling costs less than a dollar a 
thousand—far cheaper than to have 
the lumber specially loaded for han- 
dling equipment. 

“We've been able to whittle the 
cost down to this figure,” states Mas- 
ters, “by putting the job on a contract 
basis rather than on an hourly sched- 
ule. By using the low-cost labor of 
this area, we've cut our unloading 
cost exactly in half.” 

Purchase program. Contractors’ 
program of mechanical handling began 
some years ago and is in a state of 
constant evolution. When Masters 
joined the company in 1957, it was 
well underway. The first pieces of 
equipment acquired were two Ross 
forklifts—4,000-Ib. and 6,000-Ib. Aft- 
er these proved their value to the yard, 

(continued on next page) 
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STEEL 
FENCE 
POSTS 


100 = FREE | 


—if the Anchor Plate on any 
Gold Crown Studded “T"’ comes 
off in shipping, hauling, driving 
or pulling . . . world's strongest 
post guarantee. Backed by rail 
steel construction, reinforced on 
all 4 sides. Easy to drive. Dou- 
ble-baked green enamel finish, 
with attractive gold crown. 
“Dresses up” any farm. 


NEW! EXCLUSIVE! 
ANKORITE® 


“‘No Heave" Anchor* 


Easily attached to Gold Crown Posts. Gives 
3 TIMES THE HOLDING POWER in low 
spots, ravines, gullies, light soil. Resists 
frost-heave, all upward “pull”. Also valuable 
for all permanent fence. Available at slight 
extra cost. 


*Pat. App. For 
Write Today 
for Complete Details 
CALUMET STEEL DIVISION 
FRANKLIN STEEL DIVISION 


Borg-War! ; 


v 


( 


an Ave., Ct 
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EACH PIECE OF EQUIPMENT must be used to save time and costs, declares Art 
Masters, president, Contractors’ Supply & Lumber Co., Houston. 


two Hyster forklifts of 4,000 and 8,- 
000 pound capacity were added. The 
former is equipped with a_ special 
14-foot boom for its primary use in 
the warehouse, where high stacking 
is essential for maximum use of floor 
space. 

This equipment is used where and 
when it is needed; if any piece of 
equipment cannot be kept active, it is 
discarded by the cost-conscious firm. 

In addition to the forklifts, Con- 
tractors’ also owns 12 dumpbed 
trucks and five pickups fitted with 
specially designed racks to facilitate 
small-size and rush deliveries. This 
outlay of material handling equipment 
helps handle a volume upwards of 
three million dollars, 

Wallboard and gypsum products, 
under the present setup, are un- 
touched by hand. They are unloaded 
from flat cars directly onto company 
or customers’ trucks without ever en- 
tering the warehouse. Palletized roof- 
ing on trailer trucks is mechanically 
unloaded and stored in the warehouse. 
Wood shingles are palletized for the 
job site. 


Dumpbeds cut time. Contractors’ 
fleet of dumpbed trucks is popular 
with everyone concerned and has cut 
job-site delivery time from 6674 % to 
90% in comparison with manual type 
delivery. When compared with the 
manual unloading phase only, the sav- 
ings would run into several hundred 
percent. 

The two-ton trucks dump their 
loads in a tidy pile, building contrac- 
tor good will. Damage is cut so sharp- 
ly that materials formerly considered 
taboo for dumping can be handled by 
these trucks. 

In addition to performing a speedy 
delivery job, the dumpbed trucks can 
maneuver and drop their loads better 
at the job site than other types. Once 
the initial truck investment is made, 
Masters finds, the upkeep is small. 

“Though many lumbermen = shy 
away from the thought of the paper 
work necessary to control packag- 


ing,’ Masters said, “it really boils 
down to as little as four or five hour’s 
work over a two-month period. May- 
be some dealers can keep their sales 
records in their heads, but I’ve found 
it best to check the current trends by 
scanning our orders periodically.” 


At the Houston yard, lumber is 
stacked into packages which are 
adaptable to orders—the most com- 
mon being 1,500 lineal feet of 2x4’s 
(1,000 board feet). 

As lumber is unloaded, it is put into 
this bundle and never changed or 
broken into during the processes of 
storing, packing and delivering. Other 
sizes—2x6, 2x8 and larger—are also 
stacked in delivery-size packages so 
that further breakdown is unnecessary. 

Except when stud cars are mill- 
packaged and banded for fork lift 
unloading, 2x4x8 studs are banded 
according to current order require- 
ments. 


Constant cost control. Any phase 
of material handling can become un- 
reasonably expensive if misused or not 
used at all. Constant surveillance 
through cost charts and controls is 
the only answer. Contractors’ believes 
that equipment should be used at a 
minimum of two-thirds of each work- 
ing day and aims at improving this 
percentage. Daily use of equipment 
can be easily checked and should be 
charted along with maintenance cost 
figures. 

“A progressive lumber company 
should never reach a saturation point 
in its material handling,’ declares 
Masters. “We'll be watching the mar- 
ket shows for new machinery and new 
ways to adapt what the manufacturers 
have to offer. New equipment is like 
the good man in the song—hard to 
find nowadays. 

“And it’s mighty easy to fall for the 
‘blue sky’ demonstrations you see. 
But once you can look at equipment 
and separate the ‘fancy fillies’ from 
the ‘work horses’, the cautious ap- 
proach principle will pay off.” 
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Dun: D ‘WAL SAFEGUARDS THE BEAUTY 
OF MASONRY CONSTRUCTION 


Throughout the United States genuine Dur-O-waL Steel 
Reinforcing is being used in the mortar bed to provide lasting 
protection for the classic beauty of masonry construction 


You can provide timeless protection for tensile steel re-inforcing is trussed 
the flawless beauty of masonry with designed and custom fabricated to give 
time-tested Dur-O-waL. This high- masonry walls a backbone of steel. 


Specifications and Research data available on request. 


Blits:ginp ye 


Rigid Backbone of Steel For Every Masonry Wall 


Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wal Prod., 
Inc., Box 628, SYRACUSE, N.Y. Dur-O-wol Div., Frontier Mfg. Co., Box 49 
© PHOENIX, ARIZ. Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. 
Dur-O-wal of III., 119 N. River St., AURORA, MLL. Dur-O-wal Prod. of Ala., Inc 
Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and Court St., 
PUEBLO, COLORADO Dur-O-wal inc, 165 Utah Street, TOLEDO, OHIO 
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A type for every sheathing requirement... for every building budget! 


CELOTEX 


REG. U. S. PAT. OFF. 


THE INDUSTRY'S MOST COMPLETE 
INSULATING SHEATHING LINE! 


New! For direct nailing of shingles! 


% INSULATING SHEATHING 


Super nail-holding power for direct nailing of wood or 
asbestos shingles! e Exceeds FHA requirements for 
nailability! e Super-strong, rigid. Exceeds FHA re- 
quirements when applied vertically without corner 
bracing. Cuts cost! e Asphalt-treated integrally e BIG 
BOARD (4’ x 8’ or 9’; square edges) 


THRIFT LEADER! CELOTEX FINEST! CELOTEX 
1/2" INSULATING SHEATHING | 75/32: INSULATING SHEATHING 


© Surpasses other sheathing materials in © Indicates “top quality construction 
insulating efficiency throughout” 

@ Handles extra “easy,” with dependable @ Thickest, maximum insulation value, 
strength, durability superior structural strength 

®@ Double-Waterproofed (asphalt coated) ® Double-Waterproofed (asphalt coated) 
or Asphalt-Impregnated or Asphalt-Impregnated 

® Big Board (4’ x 8’ or 9’; square edges). © Big Board (4’ x 8’ or 9’; square edges). 
Center-Matched (2’ x 8’) Center-Matched (2’ x 8’) 





ALL are Celotex FEROX® products, treated during manufacture for protection against termite and dry rot attack. 


*TRADEMARK 


Plus...“Life-of-Building” Guarantee 


Your home-builder customers get this certificate to give every buyer. Indicates 
quality construction throughout . .. helps close more sales. Also, attractive folder 
with builder’s name imprinted, free. Ask your Celotex representative for samples. 


THE CELOTEX CORPORATION ¢ CHICAGO 3, ILLINOIS 
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Your wholesaler of Celotex Building Products inventories 


these sheathings. Call him today! 
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HANDYMEN 
(begins on page 64) 





his order, he can open a charge ac- 
count with the Builders Supply Co. 
This is done by means of an inter- 
office ticket. The Handy-Man Shoppe 
simply bills the lumberyard Home 
Builders Supply Co. for the charge 
accounts. 

Slaff is now putting the finishing 
touches on a separate “selling shed” 
at the rear of the hardware-paint 
Handy-Man Shoppe. This will feature 
self-service of lumber, plywood, hard- 
board, etc. 

The Handy-Man Shoppe is open 
from 8:30 to 9 every day and part of 
Sunday. “We were forced into Sunday 
hours. It is now standard for this area, 
as it may become in other parts of 
the country,” Slaff said. A student of 
marketing, Slaff thinks that retailing 
and shopping trends in the New Jer- 
sey suburban area often set a pattern 
for the rest of the nation. 

He explained that many families in 
the area now engage in “Sunday drive 
shopping.” They hop in the family bus 
and visit the big discount stores on the 
highways. Slaff’s Handy-Man Shoppe 
is now tapping some of this Sunday 
shopping. 

“We get two types of handyman 
trade on Sunday. In the morning you 
see the genuine  do-it-yourselfer, 
dressed in work clothes, picking up 


materials for Sunday projects. In the 
afternoon is the family shopping,” 
Slaff said. 

Plumbing supplies and fixtures are 
the most promising of all the new 
lines at the Handy-Man Shoppe. 

“You can’t buy plumbing fixtures 
for self-installation at very many 
places,” Slaff said, “and it means big- 
ticket purchases.” 


INTER-OFFICE MEMO taken by custom- 
ers of Handy-Man Shoppe to adjacent 
Home Builders Supply lumberyard office. 
All charge accounts are kept by the 
parent lumberyard company, so that 
Handy-Man store (which is a separate 
entity, concentrates on quick service with 
central checkout system. 





Relief from Cut Prices 


The old story of expenses catch- 
ing up with razor-thin margins 
repeats itself time and time again. 

The five established dealers in 
Ft. Collins, Colo., for example, 
told AL that there is a definite 
decline in competition from opera- 
tors who “endeavour to build a 
business from their own homes, 
oo only on price” in the Ft. 
Collins region. 

“Most of these fellows have 
found out there must be sufficient 
profit to operate,” one dealer said. 

For his own business, a service- 
type yard, this dealer reported that 
sales have increased 90% in the 
past five years. Another firm, sell- 
ing on credit to contractors, said 
that they earned a 1012 % net prof- 
it last year—one of their best. 











Profits from Precutting 


In Las Vegas, Nev., the Von Tobel 
Lumber Co. precuts plywood with a 
portable electric saw in 2x4, 3x4 and 
4x4 sizes, then steps up prices 3 cents 
to 5 cents per foot. The pieces are indi- 
vidually priced with white chalk. They 
are displayed in a rack with similar 
sized prices of hardboard. 

Von Tobel’s also have their mould- 
ings self-service. Most handymen, if 
left alone, will sell themselves, says 
Jake Von Tobel. 





LOW PRICED 


Prefabricated 


GREENHOUSES 


Last year, th 9 were bought by home 
gardeners. This year, many more thousands of home green- 
houses will be sold. Get on the bandwagon and cash in on 
this fast growing new hobby. You can make substantial pro- 
fits selling famous SUNLYTS. Offer your customers a choice of 
three, superb, prefabricated, easily assembled, low-priced, 
glass-to-ground models. 
NO INVESTMENT ...NO INVENTORY 
xe You can sell SUNLYTS from literature and specificati Ship- 
po 12 fe a rsa with = y aor gg will be made by Lord and 
‘oot long wrnham, world's largest, most fomous greenhouse manu- 
SUNLYT 2-bench model facturer. 
GLASS Sunlyt Jr. costs only $275. 


Sunlyts are quality, “‘climate-controlled” green- WRITE FOR SUNLYT’S DEALER PROGRAM rie ha Oo eae 


houses that have everything . . . automatic heating, 
heating extra). In this sturdy 6’ x 
LORD>« BURNHAM Bee eas 
den to their heart's content... 
T-AVAT NER LO) \ Pan De 2 growing anything and everything. 


automatic summer cooling and ventilation, all 
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SUNLYT Jr. 
Prefabricated, rustproof METAL and 


included in one hard-to-believe low price. A com- 
plete kage, prefabricated for easy assembly by 
any ‘Do-it-yourselfer’’. Requires no foundation. 














PONDEROSA PINE—SUGAR PINE 
WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 


Trade Mark 


Registered 
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DEALERS: 


The New Wareco Awning window increases 
your profit . . . lets you meet competition 
successfully. 


* The economy-priced Wareco comes to you 
factory-cartoned, glazed and complete with screens, 
if you desire. 


* Saves extra packing costs for reshipment or 
local deliveries. 


* Reduces warehouse handling and inventory 
problems. 


* You make higher unit sales, more profit. 


FACTORY 
DISTRIBUTION 
POINTS 


to back you up with fast delivery, 


~ ~~ 


from Chicago, Newark, Houston, Atlanta, Miami, and Connelisville, Pa. 








Econ 0 Ware WareRite and 


(con 0 Walt Ware Awning 


NEW 
WARE 


awning window 
combines quality with 
Surprising economy! 


YOU CAN OFFER BUILDERS: 


* Protection against damage in transit and on 
the job-site. 

* A glazed unit which has more sales appeal— 
assures quality standards, and eliminates expen- 
sive field glazing. 

* Economy-pricing plus QUALITY FEATURES 
proven by 12 years’ experience manufacturing 
aluminum awning windows. 

* Meets all AWMA and FHA specs. 


* Factory cleaned, etched and lacquered without 
extra cost. 


* Structural strength. Minimum ventilator depth 
is 1’, frame depth 1%’. 


SEND COUPON TODAY for complete details 


a eee 


| Dept. AL-3 


WARE LABORATORIES, Inc. 
3700 N.W. 25th St., Miami, Fla. 


Please rush me facts on the new WARECO 
Aluminum Awning Window. 
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MORRIS BLACK & SONS, INC. 
902 — 14th AVE, BETHLEHEM, PA, 


Phone: UNiversity 7-463) 





Dear Homeowner 


single investment 





attention. 








Would you allow us to make a free professional inspection of your roof ... at 
your convenience, of course, and at no obligation? 


Perhaps you are pretty sure that your roof is in tip-top shape. It is impor- 
tant, however, that you be certain. It is a proven fact that hidden leaks are 
one of the major causes of home deterioration. Such leaks may develop for 
years without discovery and cause irreparable damage to the basic structure 
of the house. Your roof is the most important part of your home from the 
standpoint of protection. And your home is very likely your most important 


As a homeowner you seldom, if ever, climb on 
your roof. It frequently takes a professional eye, 
moreover, to spot the first signs of roof deteriora- 
tion. So why not take advantage of our offer? 


Merely fill out and mail the enclosed postcard and 
int: Our i t 





we will phone for an Pp 
will call, examine your roof thoroughly, and give 
you a comprehensive report outlining the real 
condition of your roof - and recommendations for 
corrective action if needed. Two typical reports 
are illustrated in this letter. You will receive this 
written report without cost or obligation. 


We suggest you mail this card today 
+++ OF, better still, phone us right 
away. Our inspectors are currently 
conducting examinations of other 
homes in your neighborhood and will 
be able to give you immediate 


*WE USE RUBEROID QUALITY BUILDING MATERIALS 


PP 


Sincerely, 








FREE ROOF INSPECTION and detailed report of mechanics’ findings are 
offered in direct mail promotion. Job followup letter suggests customer 
take advantage of firm's free roof checkup annually. 


Direct Mail Nets $100,000 Roofing Sales 


Free roof inspection helps turn leads into sales, which also 
include aluminum and other siding jobs for dealer's four- 
man crew. 


Over $100,000 worth of roofing 
and siding business is sold annually 
by Morris Black & Sons, Bethlehem, 
Penna., without the use of a single 
door-to-door solicitor. 

“Two years ago, we gave up our 
sales force and began a direct mail 
campaign,” explains Willard J. Yen- 
ser, department manager. “We found 
that each sale cost us $6-$8, an ex- 
traordinarily low price compared with 
the cost of a salesman. 

“Our campaign keeps our four 
roofing and siding mechanics busy all 
year. When we have a little heavier 
period, we add sub-contractors.” 

The direct mail campaign was 
an outgrowth of Yenser’s desire to 
solicit roofing and siding jobs with- 
out any pressure. At the same time, 
he wanted to beat out-of-town com- 
petitors. 
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How campaign works. Here is the 
way the direct mail campaign works. 
Yenser acquired a complete list of all 
homeowners in the Allentown-Bethle- 


HOUSEWIFE EXAMINES sample siding panel shown 
by Willard J. Yenser, department manager. 


SALESMAN YENSER writes up order as customer 
holds written job warranty. 


hem-Easton areas. This runs into thou- 
sands of names. During the summer 
months, Yenser sends out 150-200 
pieces of direct mail; in the winter, 
this number is more than doubied. 
Yenser estimates that it will take sev- 
eral years to go through the complete 

list. 
The first letter to prospects is in the 
form of an inquiry to the homeowner. 
(continued on page 76) 


FIRMS OWN 
CREW of four me- 
chanics is kept 
busy the year 
round. Sub-con- 
tractors are added 
when __ necessary. 
Aluminum siding is 
installed by crew 
at left. 
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“My turnover more than doubled...” 


says Al Veverka, Parma, Ohio 


“Your idea of concentrating on the basic stock is inventory into a 24” sales target customers can’t 

paying off for me. miss. It can up sales for you as it did for Mr. 
“I used to have 40 different models of tapes and Veverka. It lets you check inventory in seconds. 

rules in my store. Now, with only 29, we’re selling | Cuts inventory way down, too. 

more than ever. Find out now from your supplier how @D 
“It’s the wall display that does the trick. My to get this money-making display and 

turnover has more than doubled. The display looks _ basic inventory. prada a 

good and people notice it . . . buy right off the wall. ee 

You couldn’t have done anything better to help 


my profits.” 
er , os RULE COMPANY 
This did it—This is Lufkin’s TURNOVER TARGET — , Al. N act's mantel « hatalaien: biliaéil 


. . . the wall display that packs a complete basic 
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When did he last have his roof 
checked? The letter explains that it 
takes a professional eye to spot the 
first signs of deterioration. A_ free 
roof inspection is offered and a reply 
card is enclosed. Returns from the 
campaign average 5%. 

Interested prospects name a con- 
venient hour for the roof inspection 
by one of the firm’s uniformed me- 
chanics, fills out a roof condition sur- 
vey form and recommends corrective 
action. He checks over the survey 


BEFORE-AND-AFTER PICTURES of jobs 
completed by firm are another good 
selling aid used by Yenser of Morris 
Black & Sons. 


with the prospect, so he has a good 
idea of what needs to be done. 

Yenser then sends out a personal 
letter to homeowner, thanking him 
for the opportunity of permitting a 
roof inspection. He also attaches a 
report on the condition of the roof, 
which the mechanic has already gone 
over with the prospect. The prospect 
is asked to review this report and to 
phone or mail an enclosed postal card 
asking that the roof be attended to in 
the manner recommended. 

“If we don’t get a reply from a 

prospect within three or four days 
after we mailed the letter,” says Yen- 
ser, “we call to ask why. There are 
many reasons why a prospect may de- 
lay calling upon us to do the job. If 
necessary, we make a call at the pros- 
pect’s home. As a result, we close bet- 
ter than 1% of all calls made by our 
mechanics.” 
‘ Sales helps listed. Yenser uses these 
sales aids: samples of the various 
types of materials used in the roofing 
and siding jobs, featuring nationally- 
branded merchandise; manufacturers’ 
literature; before-and-after pictures of 
roofing and siding jobs done by his 
firm. Job costs are based on a mate- 
rial-and-labor basis to which is added 
the profit figure. 

“Sometimes it’s necessary to let the 
prospect mull over the project for a 
few days,” adds Yenser. “Even if the 
prospect does spend this time in get- 


STORE DISPLAY of roofing and siding 
samples are shown on swinging panels 
at Morris Black & Sons, Inc., Bethlehem, 
Penna. 


ting competitive quotes, we almost in- 
variably get the job because of our 
presentation. 

“The nationally-branded and adver- 
tised materials that we feature, plus 
our guarantee on the workmanship as 
well as the reputation which our firm 
has in the area goes a long way in in- 
fluencing the customer favorably. Sel- 
dom do we lose the job to a competi- 
tor and usually the price is so low 
that it does not pay us to handle it 

(continued on page 78) 
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HARDWARE 5 rh tg 
SPECIALTIES 


A DOOR CLOSERS 
with o 5 year guorontee 
CONTINUOUS (PIANO) HINGES 

B Full range of sizes in all metals and 
finishes 
DOOR AND CABINET BUTTS 
All sizes, metals and finishes for 
Every Need 

D SCREEN (FOLDING) HINGES 
For %", Ye”, 1%, 1%e” and 114” wood. 
BOOKCASE STANDARD 
Pilaster Adjustable Type. Write for circulars. 
SPRING HINGES 
Single and Double Acting for installation with or without 
Hanging Strips 

G6 HALF-SURFACE DOOR BUTTS 
Plain, Ball Bearing and Spring 

H DOOR STOPS AND HOLDERS 


A Type For Every Purpose 
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|WE'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING 
‘SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE / 





Write for Catalog on Business Stationery 





“SCOTCH” and the ploid design ore registered trademorks of 3M Co., St. Paul 6, Minn, 


PMMienesora finine ano PMManuracrurine company 
«ss WHERE RESEARCH IS THE KEY TO Tomorrow i 
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S. PARKER HARDWARE MFG. CORP.. 
Quality Hardware Since 1900 
27 LUDLOW STREET + Phone WAlker 5-6300 - NEW YORK 2 
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You can really save—with 


xs MitcoR 


one-order service 


on all these metal building products 


Miicor Rain 
Miltcor Lath and Milcor ventilators Carry Equipmen) 
accessories (steel and aluminum ‘ es an ae num) 
ncoensoree | acase | el leninier eve at sive K Gutter nd and 


Casing Beads, Access Doors, Louvers, Under-Eave ou- utter Hangers 
Window Stools, Metal Base Buin Trianguiet aig ti ace ‘and Square ee aee- 
pinner entilators, Foun tor Pipe, Conductor Elbows 


and Cove Moulds. Aetion Gri 
ation rilles. and Hooks. 





y 
Pt tel 


Miicor Root and Miicor Masonry Miicor Basement 

siding Products Building Products and Utility windows 

Roof Edging, Gravel Stops. Areawalls, Areawall Guards, 

Ridge Roll, Roll Valley, Sid- Adjustable and Standard Basement Windows, E-Z 

ing Trim, Building Corners. Posts, Crawl Space Doors, Pour Units, Utility i 
Fireplace Dampers, Ash dows, Screens and Storm 
Dumps and Cleanout Doors. Sash, Window Bucks, Lintels. 


Win more satisfied customers — give better service at lower cost. 


Write the nearest branch for price lists. 


et tast ; ‘ 
Earn Teh Aol stock fill-ins RN er 
eee ; from a network of do more busines: 
ombining LCL st ategicallY , 
located 
warehouses. 
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LOUIS 
5, ST. PAUL 
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profitably to begin with.” 

In backing up his customer guar- 
antee, Yenser cites a recent case han- 
died to the satisfaction of a previous 
customer. After 10 years of satisfac- 
tory wear, the siding on a customer’s 
home required some repair work. 
Rather than invest in costly repairs, 
Yenser promised to replace the siding 
with new material at the same price 
he did the job for 10 years ago. In 
comparison with present-day prices, 
the savings was so great that the cus- 
tomer decided to have Morris Black 
& Sons do a complete new siding job. 


BUILT-UP ROOF is 
one of many com- 
mercial jobs sold 
by Morris Black & 
Sons, Bethlehem, 
Penna. 


“Even if service is necessary after 
the guarantee period,” explains Yen- 
ser, “we try to lean over backwards to 
satisfy our customers. In many cases 
where the guarantee on labor and 
materials has run out, we have of- 
fered to make a replacement for the 
cost of the original materials. Satis- 
fied customers have recommended 
other prospects.” 

Yenser sends a picture of every 
completed job with a thank-you letter 
to the customer. Enclosed is a reply 
postal, which encourages customers to 
recommend friends, who may need 
similar work. Yenser says customers 
are proud of the photograph and usu- 
ally show it to their friends and 
neighbors. 

Commercial jobs, too. This firm 
also bids on many commercial and 


industrial jobs. These have included a 
complete roofing job on one public 
school and skylight repairs to another. 

A sizeable volume of over-the- 
counter sales of roofing and siding 
materials are also made by Yenser. A 
complete line of the firm's roofing, 
shingles and siding are on display in 
the showroom. 

“Direct mail gets us into more 
homes cheaper than any outside sales- 
man,” concluded Yenser. “As far as 
we're concerned, it certainly beats any 
canvassing.” 


Texan Wins Trucking Award 


One of the trucking industry's high- 
est awards has been won by Jesse 
Carr, a driver for the Southern Pine 
Lumber Co., Diboll, Tex., who now 
holds the title of “1958’s Most Rep- 
resentative Hobbs Knight of the 
Road.” The program gives public rec- 
ognition to truck and bus drivers who 
perform courteous deeds for the bene- 
fit of other motorists. It is sponsored 
by the Texas Department of Public 
Safety, Texas Safety Association and 
Hobbs Trailers. 

Carr’s “Road Knighthood” is due 
largely to some fast thinking on his 
part in connection with a collision be- 
tween another truck and an automo- 
bile near LaGrange last July. He 
stopped his own lumber laden truck, 
gave first-aid to the injured and stayed 
on the scene to give further assistance. 





lems 


PAYS FOR ITSELF IN A FEW MONTHS! 
Rips or cross-cuts can be made without removing panel 
from machine. One man can cross-cut or rip a 4’ x 12’ 
panel alone and quicker than two can on a table saw. 
All cuts are consistently square. Vertical and horizontal 
scales are attached for selective cuts. Machine is fool- 
proof; can be operated by unskilled in complete safety. 


NELSAW 


CROSS-CUTS 








WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


LACEYVILLE, PENNA. 


BOX 339 
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a utility Knife with a 
Safety retractable blade 


(Pat. ee ee “a 
~ gol 


me 





PUSH BUTTON CONTROL 


SALES FEATURES 




















Blade fully ex. 
tended, locked 
in place, 








Biade partially 
exposed, 
in this cutting 
position. 


LOOK AT ALL YOUR CUSTOMERS 


Campers * Fishermen * Hobbyists * Carpenters 
Roofers * Artists * Manufacturers ¢ Dentists 


Ask your jobber or write us today. 


Safe and conven- 
ient to carry any- 
where. 


Blade completely 
retracted when 
finished cutting. 


locked 


PACKAGED TO SELL 
4 EXTRA BLADES IN 
HANDLE OF KNIFE 


Some territories open write: 


ANDERSON TOOL & MFG. CO. 


3424 No. Kostner Ave., Chicago 41, 
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TRUSCON 


HOLLOW METAL DOORS AND FRAMES 
home building product {or better. Lwing 


Truscon Hollow Metal Doors and Frames say so many things. Strong, 
sturdy, substantial, they reflect the character of the home and the 
homemaker. Gay and attractive, they are friendly invitations to welcome 
guests. Made of steel, they offer protection from intruders and natural 
hazards of fire and weather. 


Truscon Hollow Metal Doors say even more. They say the architect 
designed for the future . . . the builder cared enough to install the 
very best... and they say the homebuyer wanted something 
a little bit better. 

To learn more about Truscon homebuilding products for better 
living, call your Republic-Truscon dealer representative. 

Or, send coupon below. 


EASY TO INSTALL. Jus? set 
frame in place, nail to stud, 


STRONG, STURDY STEEL 
CONSTRUCTION. Truscon 


Truscon Series 50 Hollow Metal 
Doors were used throughout the 
building of the N.A.H.B. Research 
Home in South Bend, Indiana, to 
complement the beauty of this 
modern architecture. 

Architect: Herman H. York, Long 
Island, New York. 

Builder: Place & Company, South 
Bend, Indiana. 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION 


Hollow Metal Doors are 
reinforced to provide maxi- 
mum rigidity, with sound- 
deadening for pleasant 
interior applications, 


EASY TO DECORATE. Doors 
and frames are Bonderized 
for maximum protection and 
finished with baked-on prime 
coat of paint. It is easy to 
paint-to-match with one coat 
decorator colors. 


set door in place, insert 
hinge pins, install latch and 
strike, and install lockset . . . 
in just 15 minutes. Never 
warp, shrink, swell, never stick, 


STANDARD HEIGHT, POPULAR 
WIDTHS. Truscon Hollow 
Metal Doors are available 
in the standard height of 
6/-8” and with the six 
most popular widths—1/-8”, 
2/-0", 2/-4", 2/-6", 2/-8", 
and 3/-0”, 


, REPUBLIC STEEL 


TRUSCON DIVISION 


DEPT. C-6613-A 

1058 BELDEN AVENUE + CANTON 5, OHIO 

I want to learn more about Truscon Hollow Meta! Doors 
and Frames. 


Youngstown 1, Ohio 


Name Title 








Company 
Address. 
City. 


NAMES YOU CAN BUILD ON 





ee eee eee ee 


Zone State 





March 16, 1957, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 403 on Handy Cover Card 





Dealer's New Home Ads Win Awards 


But even more important, they sell homes, win contractor 
good will and customer loyalty. Here are the details of a 
successful seven-year campaign. 


Like any other good lumberyard, 
Veenstra Lumber & Supply Company, 
Racine, Wis., believes in cultivating 
the friendship and loyalty of the build- 
ing contractors who account for a 
substantial part of their business. 

Like any other good lumberyard, 
they also seek to win the patronage 
and goodwill of John Q. Public, the 
ultimate consumer. 

But like few lumberyards, Veen- 
stra has found a way to accomplish 
both objectives at one and the same 
time. 

It's done with a_ well-conceived 
“Home-of-the-Week” ad series, a 
unique attack that scores even more 
tellingly on the rebound than it does 
on the aimed shot. 

Ostensibly—and in the traditional 
sense—it is directed to the 32,000 
subscribers of their local newspaper. 
The bigger payoff, however, is in its 
particular appeal to the contractors 
who built the homes, who see and 
appreciate the ad as a public “pat- 
on-the-back” for a job well done. 

Now in its seventh year, with well 
over 200 homes already publicized, 
the series has established some kind 
of record for longevity—in itself a 
testimonial to its effectiveness on both 
counts. 

Consistent style. Some advertising 
programs develop by trial and error. 
This emerged full-blown as the result 
of an idea proposed by Garrett Veen- 
stra, back in the spring of 1952. 

The newspaper advertising man then 
developed a layout to incorporate all 
elements for the first insertion. The 
format has remained virtually un- 
changed. 

In concept, it is simplicity itself. A 
photo of the home exterior. Name of 
owner, location and a human interest 
angle (where the owner works, how 
many children, where they obtained 
plans, work done by themselves, etc.). 

A short description of the home, 
pointing up special or unusual fea- 
tures. A good word for the work of 
the contractor. An invitation to “plan 
your new home now, with Veenstra’s 
assistance.” 

This, in advertising parlance, is the 
“low key” approach—soft sell rather 
than hard sell. It avoids “sell” to such 
an extent that it might properly be 
called a public service message. 

“Here,” observes Veenstra, “is a 
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news feature of intrinsic interest to 
prospective home-builders, an item 
that they will pause and read just for 
the sake of itself.” 

Streamlined production. Ads are 
prepared with a minimum of detail. 
A Veenstra employe keeps tab on 
homes in process and as they are 
completed gets the contractor’s per- 
mission (always granted) and the own- 
er’s or buyer’s permission (almost al- 
ways granted) to publicize the home. 
A photographer is then assigned. 
Sometimes he can shoot several homes 
on one sunny afternoon. 

With the photos, the newspaper ad 
man calls the owner for details and 
in some cases actually visits the home 
for first-hand study of its features. 
He then prepares the copy, subject to 
proof reading by Veenstra or one of 
his assistants. 

Some newspapers might require 
that the entire ad be submitted to 
them complete, with all copy written. 
However, if the matter is approached 
in the proper spirit of cooperation, 
most newspapers will extend their 
service to this extent. 

Three different ad people of the 
Racine Journal-Times have handled 
Veenstra’s program since its incep- 
tion, with no noticeable hitch in the 
quality of production. 

Mechanical expense includes cost 
of photograph (about $5), cost of the 
engraving (another $7 or so), plus the 
space charge. The ads are 8” to 10” 
deep, across four columns. In the 
Racine paper, this means about $50 for 
space. 

Product advertising too. While de- 
voting a considerable portion of the ad 
budget to this program, Veenstra does 
not neglect straight product advertis- 
ing. In view of the interest engen- 
dered by the home series, however, 
they do not buy massive space units 
for their product advertising. Good 
results are obtained with moderate 
space—quoting prices that allow a de- 
cent margin of profit. 

Though generally referred to as 
Veenstra’s “Home-of-the-Week,” the 
ads are not run on a rigid weekly 
schedule. The reasons for this are 
two-fold. 

On one hand, the rate of home 
completions varies ‘with the seasons. 
Also, it is deemed advisable to con- 
centrate on product advertising dur- 


ing the seasons when the do-it-your- 
self artists are most active. 

As a result, there are times when 
two home ads are inserted in the same 
week, while at other times several 
weeks may elapse between insertions. 
As it works out, therefore, the home 
series serves to level off the entire 
ad program so that the Veenstra name 
is exposed with consistent regularity 
throughout the year. 

There is no attempt to limit the 
treatment to the spectacular or the 
upper-income homes. The homes are 
taken just as they come—this week a 
$12,000 Cape Cod, next week a $45,- 
000 Ranch. 

Even a “minimum” dwelling, it has 
been found, contains some feature of 
interest to other families in the low- 
er financial bracket. 

Homes are featured singly—one 
home per ad—except for certain spe- 
cial promotions (Parade of Homes 
and Annual Home Show Editions) 
when several homes have on some 
occasions been combined in full-page 
ads. 

Award winner. The series has 
drawn favorable recognition from 
quarters outside the lumber field it- 
self. National Research Bureau, a na- 
tionwide clearing house for promo- 
tional ideas and techniques, singled 
out the program for detailed review 
in a special bulletin. 

Also, at the 1955 Convention of 
Newspaper Advertising Managers held 
in Milwaukee, it was awarded first 
place honors as the most original pro- 
motional idea of the year. 

Garrett Veenstra has from the start 
regarded the program as long-range 
and institutional in character. He has 
not looked for specific “next-day” re- 
sults. Nevertheless he has received 
many, many comments from the con- 
tractors showing their unanimous 
pleasure and appreciation. To a man, 
he reports, they are eager to see their 
homes “in print” as soon as possible 
after completion. 

“The whole thing has created a 
climate of good feeling between our- 
selves and our builder friends that is 
very good for all persons concerned,” 
he declares. “I am sure it has helped 
solidify our relations.” 


Bonus benefits. And there have 
been direct results, too, not calculated 
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New Racine 
Home Series 


Visadhin ifeiubes & Supply Company Presents 
“More for Our Money” Is HENRY KOBER’S Story 


- 











From the first dream of a home to the final realization of that dream covered a 
period of many years for the Kobers. Years that tell of purchasing the lot, look- 
ing at model homes, gathering ideas, and, finally, the finished home. Gne of 
the major hurdles was to find a builder who could give them the home they 
wanted at a price they could afford. The trail led to Ace Realty Co. and W. H. 
Miller. Since then the story has been one of enthusiastic satisfaction, and Mrs, 
Kober claims to be Ace Realty’s most avid booster. The plan is a modification 
of one of Ace Realty’s model homes. The Kobers feel it is a masterpiece of 
roominess on a small scale. Wasted space is impossible to find; closet space is 
abundant; quality features are easily spotted. Their two daughters and one son 
occupy two good sized bedrooms, each with a sliding door wardrobe closet. The 
master bedroom has twin wardrobe closets. All doors as well as the kitchen cabi- 
nets are of Philippine mahogany. Stee! beams in the basement ceiling plus 
steel supports, emphasize some of the quality and care that went into the home. 
Mr. Kober, who works for Luxem Miller High Life Co., and Mrs. Kober, an em- 
ployee at the Uptown AGP, are both high in their praise of workmanship and 
cooperation of the builders. In the words of Mrs. Kober, “We honestly believe 
that Ace Realty gave us more feature and more quality for our money.” 


LOCATION 
1724 Quincy Ave. 


CONTRACTOR 

Ace Realty Co. 
213 Sixth St. 
ME 4-3379 


BUILDING MATERIALS BY 


PLAN YOUR NEW HOME NOW, 
WITH VEENSTRA’S ASSISTANCE 











SAME LAYOUT and general theme has been used 224 times! 
Note, upper left, each ad is numbered numerically. The con- 
tractor’s name is mentioned several times in the text, also set 
off with white space left. 


in the original plan. In several in- 
stances, contractors have received or- 
ders for duplicates or modifications, 
of homes that had been publicized. 

Also, there has been a considerable 
upturn in the number of people who 
initiate action on their new home by 
coming to Veenstra Lumber for plans 


and advice. And, of course, the in- 
terest—and envy—inspired among the 
immediate friends and acquaintances 
of the publicized homeowners must 
be reckoned as a spur to further 
home-building activity. 

Seven years . . . 224 insertions to 
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date! How much longer? Veenstra re- 
frains from making a flat prediction 
But with such well-rounded results 
and the fact that the program is by 
nature self-perpetuating—there ap- 
pears no compelling reason why it 
can’t go on indefinitely. 
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Know your AIM*... Pittsburgh Plate Glass does... 
Packaging Lumber Speeds Uniocading and Handling 


Acme Idea Man 

H. W. McCurry 
serves Acme Steel 
Company customers 
with new handling 
and packaging 
Ideas. 


Circle No. 404 on Handy Cover Card 


The Pittsburgh Pilate Glass Company of Henryetta, Oklahoma, is now 
receiving shipments of packaged lumber in box cars. This new technique 
speeds materials handling and permits important economies from time of 
arrival to production line use. (Idea No. U1-19) 


The lumber is packaged at the mill, then loaded into box cars and braced by 
the interlace securement method, using heavy-duty Acme Steel Strapping. 
The shipment arrives at Pittsburgh Plate Glass Company in excellent 
condition, ready for fast unloading with mechanical handling equipment. 


Savings gained from mechanical unloading are further increased by production 
economies. Formerly, lumber sizes were manually selected for production use. 
Packaging the sizes of lumber in the sequence they will be used on the 
production line has eliminated manual handling. 


*Know your Acme idea Man. He will work with you to help improve 
handling of your incoming supplies. Call him at your nearest Acme Steel 
office or write Dept. AB-39, Acme Steel Products Division, Acme Steel 
Company, Chicago 27, Illinois. In Canada, Acme Steel Company of Canada, 
Ltd., 743 Warden Ave., Toronto 13, Ontario. 


wt STEEL STRAPPING 
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Here’s the way 


to be sure you have 
a highly profitable year! 


Get all the facts, sir! This four-color brochure shows 
the complete line of Habitant Fence. It shows typical 
yard installations; exclusive construction features; 


All these people meted te: rea 
and 499,999,990 more We have your copy reserved for you. 

- 9 
are seeing Elmer’s 
Glue advertisements 


this year! 


HABITANT FENCE, INC., Bay City 19, Michigan 


HABITANT FENCE, INC., Bay City 19, Michigan 

GENTLEMEN: 

I'm interested in learning more about the fast selling Habitant 
line. | understand this brochure will show me how to have a 
more profitable fence year — and that | do not have to stock or 
inventory Hobitant in order to be a dealer. 


Stock the line! 


NAME. 





ADDRESS a 





Pordens Products FOR THE HOME HANDYMAN a 
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CITY. a 











Specifications and market data for products you can sell 


new PRODUCTS 


Use Inquiry Card on Back Cover for More Facts 


Packaged Program for Awnair 


Arrow Metal Products Corp. an- 
nounces that its top aluminum awning 
line, the Awnair, is now available with 
a new assembled, packaged and ready-to- 
install plan. The line includes: an all- 
new patio cover and screen enclosure 
employing the Arrowmaster Superstruc- 
ture with handy slide and clip-together 
elements; an indoor dial control ad- 
justable window awning and a curved 
door canopy. 

This full line of packaged Awnairs is 
finished in the Time-Tested Pressure- 
coat Process to provide exceptionally 
long-life for the products. Each unit is 
individually boxed, ready to install, in- 
cluding all hardware and simple illus- 
trated instructions. 

Market data. A dealer may order and 
receive within a few days a completely 
assembled and packaged unit, which can 
be installed within a few minutes with 
no training, no special tools and no in- 
ventory. For this program, Arrow is 
offering free of charge to interested deal- 
ers a new sales portfolio including every- 
thing necessary for a complete colorful 
demonstration, including simplified check- 
off order forms. Arrow Metal Products 
Corp., Dept. AL, Haskell, N. J. 

Circle No. 201 on Handy Cover Card 
(continued on page 86) 


Color Mixing Department 


A new color dispensing machine, 
called Match-O-Matic, allows the 
homemaker to choose the colors of her 
preference. Any tint, any shade is 
available to her in seconds and she 
may choose from 1,000 actual color 
chips in the Chi-Namel Color Al- 
bum. Match-O-Matic has 11 tinting 
colorants. One base does the job for 
six popular finishes available in gal- 
lons, quarts and interior pints. Con- e 
struction is rugged with no automatic 
parts to need constant servicing. The 
colorant agitating motors are the only 
electrical apparatus. 

Market data. Easy monthly terms 
are available to dealers who purchase 
the dispenser. A storage rack com- 
pletes the color system and condenses 
your color service in one depart- 
mentalized area. Sales aids include a 
formula code file, which determines 
the colorant or colorants and quan- 
tity necessary to match the selected 
color chips; an album with 1,000 ac- 
tual color chips; ad mats and litera- 
ture. Match-O-Matic is available from 
the maker’s factory or jobbers. Chi- 
Namel Paint & Varnish Co., Dept. 
AL, 1101 Third St. So., Minneapolis 
15. 


Circle No. 202 on Handy Cover Card 
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SCREW COMPANY 


STATESVILLE «+ NORTH CAROLINA 


Thousands of retailers (and many wholesalers, 
too!) have learned that the difference 
between stocking “screws” and Southern 
Screws is sales. It’s this difference that can 
keep sales traffic coming your way, because 
customers know and trust nationally-adver- 
tised Southern Screws in the package bearing 
Southern’s copyrighted EZ to C© label. Your 
customers know that Southern specializes in 
screws—USA-made screws of highest quality. 
Chances are that most of your screw sales 
are made to customers who have Southern 
Screw reference material above their work 
bench or within easy reach. To them Southern 
is a source of authoritative information AND 
the finest source for screws of quality. 
Here’s how you can put Southern’s consumer 
sales-power to work. Tear out this ad right 
now. Insist on Southern Screws in your next 
order! 


IN FASTENERS 
SOUTHERN IS 


Wood Screws @ Stove 
Bolts ®@ Machine Screws 
& Nuts @ Sheet Metal 
Screws © Carriage Bolts 
Wood Drive Screws Warehouses: 
Dowel Screws 
New York 


Sold Through Leading Chicago @ Dallas 
Wholesale Distributors Los Angeles 
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NEW PRODUCTS 
(begins on page 84) 





Glazed Ceramic Floor Tile 


A new product line, Vico Glazed Cer- 
amic Floor Tile, is made from refined 
clay and selected pigments. A finely 
grained, satin-smooth surface, softly spat- 
tered in a snowdrop effect, highlights 
each of the clear pastel decorator colors. 
Exclusive easy-off paper for ease of use 
and installation, netted back for even 
faster installations and a finish that will 
resist wear almost indefinitely are some 
of the features of the tile. The tile is 
available in a wide range of in-stock 
colors in the Diagon H Pattern. 

Market data. Suggested retail price is 
$1.20 per square foot; dealer discount is 
334% %. The floor tile is available now 
in some areas through flooring and cer- 
amic tile distributors. It will be available 
nationally by May 1. It is packaged in 
cartons measuring 40 square feet each, 
20 sheets per carton. Minimum dollar 
investment for a dealer is $400. Sales aids 
include folders and sample boards. Am- 
sterdam Trading Corp., Dept. AL, 285 
Madison Ave., New York 17, N. Y. 
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Power Tool Table 


A new tripod power tool table with a 
12” x 12” slotted top has a 360° rotation 
and a height adjustment from 3334” to 
40”. Made of hi-tensile cast iron, it oc- 
cupies less than two square feet of floor 
space. Designated the No. 30 table, it 
is useful for holding small power tools 
such as grinding wheels, vises, drill press- 
es and jig saws. Slotted table top makes 
it possible to mount many different sizes 
and types of power tools. 

Market data. The table retails at $28.50 
fob Nashville. Available now through 
hardware and tool distributors or direct 
from maker, it is packed kd. It is an 
ideal item for both consumer and con- 
tractor sale. Minimum dollar investment 
for a dealer is $55. Phillips & Buttorff 
Corp., Dept. AL, 811 12th Ave. N., 
Nashville, Tenn. 

Circle No. 204 on Handy Cover Card 


Double Oven Electric Range 


Tennessee Stove Works announces a 
new Modern Maid double oven electric 
range model EO-82PR shown in photo 
at left. It features a fully automatic 
clock-controlled giant 18”-wide oven. The 
lower oven is designed for economy in 
everyday use and it is 16” wide. It has 
the same rod type broil and bake ele- 
ments as the upper oven. Additional 
features are a Roastender, which buzzes 
and cuts off the oven at the selected 
temperature and a triple spit rotisserie. 
Ovens are interchangeable in the same 
24” oven cabinet with a Modern Maid 
gas oven. 

A new hood line pictured at left is 
available in matching coppertone porce- 
lain or in matching brushed chrome 
with the maker’s built-in ranges. Slide 
switches on the front are easy to oper- 
ate, easy to reach. Hoods are available 
in 30”, 36” and 42” sizes. 

Market data. Suggested retail price of 
the Modern Maid double oven electric 
range Model EO-82PR is $442. Avail- 
able now direct from the maker, it is 
primarily an item for contractor sale. 
The maker’s matching procelain enamel 
range hoods retail around $120. Ten- 
nessee Stove Works, Dept. AL, Chatta- 
nooga 1, Tenn. 

Circle No. 205 on Handy Cover Card 


Patches Concrete in Minutes 


A new waterproof silicone-latex patch- 
er for all concrete and masonry repairs, 
called Bondex Concrete Patch, is avail- 
able in a handy carry-home kit. The easy- 
to-mix and use patcher dries harder than 
concrete in a few minutes and is ideal for 
patching concrete, stucco, stone or brick, 
maker announces. A thin 1/16” feather 
edge or thick applications are easy to ob- 
tain, it is said. Just mix as directed and 
apply with a trowel or putty knife. The 
patcher may be used indoors or out, on 
above or below grade surfaces. : 

Market data. A regular carry-home kit 
containing five pounds of special cement 
and a pint of liquid retails for $2.25; a 
large kit containing 10 pounds of special 
cement and a quart of liquid retails for 
$3.95. Also available is an economy size 
carry-home kit consisting of 40 pounds 
of special cement and a gallon of liquid. 
Usual dealer discount is 40% off list 
price. Sales aids include folders and cata- 
log sheets. Cooperative advertising al- 
lowances are available. The Reardon Co., 
Dept. AL, 7501 Page Ave., St. Louis 14, 
Mo. 

Circle No. 206 on Handy Cover Card 


Concrete Curing Blanket 


Known as Fiberglas Concrete Curing 
Blanket, a new product protects curing 
concrete from inclement weather and 
freezing temperatures. It is a_ fine- 
fibered, flexible, resilient, felt-like blan- 
ket of fibrous glass bonded with a 
thermosetting resin, completely enclosed 
in a tough 8 mil black polyethylene film. 
Easily and quickly put in place because 
of its light weight, it is reusable. The 
blanket is available in two thicknesses, 
standard one-inch and heavy-duty two- 
_ in a width of 72” and a length of 

Market data. Suggested retail price is 
$184 MSF for one-inch blanket; the 
retail markup on cost is 25%. Available 


New Inquiry Card on Back Cover Brings More Facts 
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now from distributors or direct from 
maker, it is primarily an item for con- 
tractor sale. Sales aids include descrip- 
tive brochure. Owens-Corning Fiberglas 
Corp., Dept. AL, Toledo 1, Ohio. 


Has 9” Radial Arm Saw 


Called the Model 900, a new 9” Radial 
Arm Saw offers these features: two-piece 
over-arm that permits working over cen- 


Circle No. 207 on Handy Cover Card ter of table on all angles of cut; a % 
hp G.E. double shaft motor, guaranteed 
for one year, which is adaptable for 
standard drills and router; a 34%” cutting 
capacity with its 9” blade. The heavy- 
duty machine is capable of doing drilling, 
routing, grinding, molding, shaping, sand- 
ing, dadoing and many other workshop 
jobs in addition to basic sawing opera- 
tions. 

Market data. Model 900 has a suggest- 
ed retail price of $239.95. Offering a 
dealer discount of 25%, it is available 
through hardware wholesalers. Minimum 


dollar investment for a dealer is $170 (continued on page 89) 





Hinge Mortiser 


The new Dosch Hinge Mortiser com- 
bines two simple cutting tools to produce 
finished mortises for butt hinges. Unit is 
designed for 312” and 4” hinges and 
works on all wood doors. It can handle 
jambs up to 8%” in size. Unit is so 
simple to operate it enables anyone to 
set hinges with perfect alignment in one 
minute without electrical power, says 
maker. 

Market data. It has a suggested retail 
price of $79.50; the retail markup on 
cost is 25%-33%. Available direct from 
maker, it is furnished with a carrying 
case. Minimum dollar investment for a 
dealer is $59.63. Sales aids include free 
mailings, literature and envelope stuffers. 
Dosch Mfg. Co., Dept. AL, Thornton, 
Delaware County, Penna. 3 
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/ TULL ly Wills and Floors and Ceilings 


Diy Nall HAS COME OF AGE...WITH HOMASOTE 


Quiet rooms in quiet homes safeguard the nerves, forestall the 


jitters. With Homasote Dry-Wall, even the slam of a door is 
ae a muted. Homasote’s friendly linen surface absorbs the glare of 


CORNICE 


light, causes no eye-strain. Homasote’s size (up to 8’ x 14’) — 
combined with great structural strength and top insulation 
value — means dry walls, free from moisture, mildew, drafts. 
To have Dry-Wall at its finest, the basic rule is: Cover all pos- 
sible walls in ONE piece. Homasote Big Sheets cover all walls up 
to 14’ in length. X-nail all panels; at each stud nail on a line 
— MOLDINGS snapped from corner to corner and from 12” to 16” along the 
edges. The problem of joints between ceilings and walls, at cor- 
— TAPE g ners, and even between wall panels has been among the most 
difficult to solve. Taping does not finally solve the problem of 
— DAMPNESS expansion and contraction. By a simple device, and due to the 
— CRACKS 


4 
¥ 
é 


WALL JOINT 


- 


high density of Homasote, taping and moldings can be eliminated 
—also window and door trim; interior trim can be eliminated— 
except for baseboards. This means real economy. 

For a wall joint, round the outer edges of the Homasote 
panels with a portable router and position them %” apart. For a 
corner or cornice joint, round the edge of one Homasote panel; 
leave the other square; position them %” apart. Homasote ceilings 
and underlayments complete the picture. 

There’s always news from Homasote—use the coupon below. 


Face Brick 


New face brick in various 
shades of buff and red and 
in two modern textures, \ 
bark and vine, is now avail- , yea Be a en Oe ee Re ee ae mere ee 
able. Upper group shows phan Send the literature and/or specification data checked: 
Standard brick in bark tex- } C Dry-Wall C) Roof Deckings 
Note ee eee 0 One-Man Panels (1) Homasote (72-pg.) Handbook 
ture; at right is Roman 
brick in vine texture. Maker x 2 MAS bed T E 

Trenton 3, New Jersey 
Homasote of Canada, Ltd. 


assures prompt delivery. 
224 Merton St., Toronto 12, Ontario 


i" CORNER JOINT 


Robinson Clay Product Co., 
Dept. AL, 65 W. State St., 
Akron 8, Ohio. 
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Now’s the time to sell DAP 


CAULKING - GLAZING-SEALING PRODUCTS 


Now...and month after month! DAP ad- 
vertises the year round to pre-sell your cus- 
tomers on the many uses for every product 
in the complete DAP line. Cartcons you see 
here appear in advertisements seen again 
and again by more than 40 MILLION peo- 


ple!* Find out how this powerful pre-selling 
program plus plenty of dealer tie-in material 
plus sales-building packages and special self- 
serve merchandisers make DAP the best- 
profit line for you. Call your wholesaler now 
or write us for his name. 


X% Advertised the year round in The Saturday Evening Post, 
Popular Mechanics, Household, Sunset, Progressive Farmer, 
Family Handyman and other magazines. 





DAP ...Caulking Compounds in cartridges, cans and collapsible tubes — Black-Tite — Rope Caulk — Kwik- 
Seal®—‘33’ and ‘1012’ Glazing Compounds—Putties—all in bright packages designed for user convenience. 


Factories in: Dayton, Ohio « Alexandria, Virginia * Chicago, Illinois * Decatur, Georgia 
Dallas, Texas * Richmond, California * Xenia, Ohio * Melrose, Massachusetts 
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NEW PRODUCTS 


(begins on page 84) 





for each 9” Radial Arm Saw. Sales aids 
include point-of-sale display, catalogs and 
literature. Cooperative advertising allow- 
ances are available to dealers. Toolkraft 
Corp., Dept. AL, Plainfield St., Spring- 
field, Mass. 

Circle No. 210 on Handy Cover Card 


a supplement for a flue in a char-broil 
grill. 
The Kitchen-Aire ventilator is a com- 
plete, self-contained unit with wall cap, 
damper, motor and impeller in one 
housing, which mounts outside the 
home on wall or roof. 

Market data. Suggested retail price of 
the KA-170 ventilator is $63.95-$69.95. 
Offering a dealer discount of 33 1/3%, 
the ventilator is available from 750 elec- 
trical and building supply distributors. 
Extra discounts are available to dealers 
who purchase six or more. Sales aids 
include literature. Stewart Industries, 
Inc., Dept. AL, 320 E. St. Joseph St., 
Indianapolis 2, Ind. 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
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brand-new idea in inquiry cards for 


(continued on page 92) busy dealers. 





Kloset King Hardware 


New Kloset King hardware makes it 
possible to complete a closet installation 
in a matter of minutes. The labor-saving 
brackets are complete in one assembly, 
thereby eliminating measuring, cutting, 
fitting and finishing. All items are con- 
structed of heavy steel with baked 
enamel finish. End (shelf) brackets are 
packed 12 pairs to a carton. Center pole 
support fastens to wall and angles up to 
support front edge of shelf and to sup- 
port pole. It is packed 12 to a carton. 
Kloset King hardware is ideal for re- 
modeling jobs as well as new construc- 
tion. 

Market data. Suggested retail price of 
No. 240 end brackets is $3.29 a pair; 
No. 100 center brackets retail at 89¢ 
each. The maker also offers a 20” and a 
34” hook bar with or without a shelf 
support. Offering a dealer discount of 
40%, Kloset King hardware is available 
from hardware, lumber and _ building 
supply distributors. Sales aids include 
catalog sheets and displays. Raymond 
Products Co., Builders Hardware Div., 
Dept. AL, 3328 Snelling Ave., Minne- 
apolis, Minn. 
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SCULPTURED FOR BEAUTY 
ENGINEERED WITH TRADITIONAL YALE CRAFTSMANSHIP 
PRICED FOR PROFITABLE SALES AND INSTALLATION 


GET THIS FREE DISPLAY toen- 
hance your showroom, help you sell 
Yale bathroom accessories. Floor and 
counter sizes. Display is free with 
your order of stock to fit it. Call your 
jobber today or write to: The Yale 
& Towne Manufacturing Company, 
Lock & Hardware Division, White 
Plains, N. Y. 


Never before has this outstanding combination 
of styling, value and sales advantages been 
available in such a complete line of bathroom 
accessories. Look at these features: 
DISTINCTIVE DESIGNS —Sculptured simplicity 
combines functional strength, timeless styling, 
design flexibility. 

DECORATOR COLORS —Combines chrome with 
polystyrene in antique white, soft pink, pastel 
green, pale yellow. 

LUSTROUS CHROME PLATING — Defies discolora- 
tion, chipping, peeling. 

FAST, EASY INSTALLATION —Save time, labor, 
money in all types of wall, in surface and re- 
cessed installations. Snap-on trim conceals 
screws, provides design variation. Only two 
attaching screws. No set screw to tighten. 
QUALITY MATERIALS, OF COURSE — Yale tradi- 
tionally uses the finest materials, works to 
exacting specifications to assure the quality of 
products bearing the respected name Yale. 


Exhausts up to Three Intakes 


A new Kitchen-Aire KA-170 ventila- 
tor produces 1100 CFM free air and 
is capable of exhausting up to three sep- 
arate intakes. Illustration above shows 
actual installation in which efficient op- 
eration was obtained through 62’ of 
duct with five elbows and three intakes 
including a range, built-in oven and as 


YALE—REG. U.S. PAT. OFF. 


YALE & TOWNE 
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OW 
to make a 
roll of fence 


We do it by dipping each roll of fence into a vat of red paint. 
The fence comes out shouting “RED BRAND®”’ Everyone sees 
the top red wiz; everyone knows it identifies RED BRAND. 


Any roll of fence woven with the skill of Keystone craftsmen 
has the urge to shout. It wants to tell users it’s made of the 
finest wire and Galvannealed® for longer service. 


No matter where you display or store RED BRAND, your 
customers know at a glance you sell the best. That’s because 
RED BRAND is the best advertised fence on the market. 
We’re constantly telling your customers why Keystone is the 
best: in leading farm magazines, on radio and television. The 
red top wire is their warranty. 

No wonder RED BRAND is preferred by more farmers in 
leading stock and grain raising counties than any other brand 
...in some cases it’s the favorite by more than 5 to I. 


You'll find the same strong preference for the barbed wire 
with the bright red barbs. And the steel posts with the red at 


the top... RED TOP® The only fence line that 


Ask yourself the question. Why sell less when you can sell 


more of the best? One trial of RED BRAND will convince you. : 
sells on sight 


KEYSTONE STEEL & WIRE COMPANY 
Peoria 7, Illinois 


Red Brand Fence « Red Brand Barbed Wire « Red Top Steel Posts « Nails 
Baler Wire *« Non-Climbable Fence + Keyline® Poultry Netting « Gates 
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NEW PRODUCTS 


(begins on page 84) 


Relokit for Home Modernizers 


Named Relokit, a kit enables the home 
handyman to replace battered door hard- 
ware of outmoded design with modern 





BEFORE 


trim using simple hand tools. It consists 
of a pair of attractive escutcheon plates, 
lock front reinforcing and finishing 
plates, a strike and all necessary screws. 
It is designed for use with up-to-date 
ILCO cylindrical locksets. All the user 
has to do is remove the old lock and 
plates, bore the hole for the new lock 
and assemble the new hardware to the 
door. Relokit is available in brass, dull 
bronze and bright or dull chrome as 
well as split-finish for bathrooms. 

Market data. Trim plates are 
10” x 3%” for exterior doors and 
7%" x 3%” for interior. Sets with 7/2” 





Erickson is carefully building a sound, sub- 
stantial dealer organization in the United States 
and Canada. Only experienced dealers are 
being selected—who will have Erickson Fork 
and Platform Lift Trucks on display; who will 
carry parts and be equipped to render a com- 
plete repair and maintenance service to all 
Erickson owners. 

Erickson Trucks were nicknamed by their 
owners as “The Workhorse of Lift Trucks.” 
Long known for its unexcelled traction, bal- 
ance and ruggedness, Erickson more than ever 
becomes the truck to own—with the backing 
of a top-notch dealer organization. 

The two Erickson Trucks shown here—Model 
FK-80 and Model F-4W—are very popular 
for lumber yard service. With large pneumatic 
tires and perfect balance, they are unexcelled 
for traction under all yard conditions. Ericksons 
deliver their full rated capacity when equipped 
with sideshifter. Every Erickson is ““Custom- 
Built” to fit the owner’s needs. 

Write for catalog and name of 

your nearest Erickson sales- 

parts-service headquarters. 


ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Blvd. N.E., Minneapolis 18, Minn. 
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plates retail at $4; sets with 10” plates 
retail for $5. Retail markup on cost is 
50%. Available direct from maker or 
from jobbers, Relokit is packaged in an 
attractive three-color folding box. It is 
an ideal item for both consumer and 
contractor sale. Sales aids include a com- 
plete set mounted on a wooden stand 
as it appears on the door. Independent 
Lock Co., Dept. AL, 35 Daniels, Fitch- 
burg, Mass. 
Circle No. 213 on Handy Cover Card 


Insulation and Plaster Base 


Made from expanded polystyrene plas- 
tic, a new plastic foam insulation board 
named Honeyfoam contains millions of 
individually sealed air cells. Extremely 
light in weight, it is said to be ideal for 
perimeter, cavity wall and plaster base 
insulation. It can be nailed quickly and 
easily to studding or overhead joists, or 
it can be applied directly to brick or 
block walls using a mortar or cold- 
setting adhesive, maker announces. En- 
tire rooms can be finished in a very 
— time, ready for the plasterers, it is 
said. 

Market data. Suggested retail price of 
Honeyfoam depends on quantity and 
location, maker says. Retail markup on 
cost is 25%. It is available in a wide 
range of lengths and thicknesses from 350 
building supply distributors. It is _pri- 
marily an item for contractor sale. Sales 
aids include literature and samples. 
Servicised Products Corp., Dept. AL, 
6051 W. 65th St., Chicago 38. 
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Increase Woodgrain Line 


Two mahogany woodgrains, capturing 
the rich qualities of the original wood, 
are announced by Pioneer Plastics Corp. 
They are a mellow Honduras Swirl Ma- 
hogany pattern offered in brown, plat- 
inum and nutmeg; and Flat-cut Mahog- 
any in amber and white. Four new colors 
also have been added to the maker’s wal- 
nut line. In addition to the tones already 
available, this laminate is now shown in 
mahogany, blonde, autumn and brown. 

Among striking new patterns now be- 
ing offered for the first time is Grass- 
cloth, which reproduces the hand-woven 
texture of the original oriental material. 
It is available in blondtone, blacktone 
and browntone. 

Market data. Available now, Pionite 
woodgrains and patterns are items for 
both consumer and contractor sale. Deal- 
er sales aids include full-color catalogs, 
display boards, decals, streamers, ad mat 
service. Pioneer Plastics Corp., Dept. AL, 
Sanford, Me. 
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HERE’S THE START... 











This new Formica Selling Center should be on 
your wall. It is the starting point of sales that 
can trigger a chain of profits far beyond the sale 
of Formica laminated plastic sheets. 


This lady has been presold on Formica surfaces 
by colorful national advertising. The minimum 
sale she will initiate will involve Formica, ply- 
wood, contact bond adhesives, moldings and 
maybe some tools. More likely it will mean a 
complete new kitchen or bathroom and every- 
thing that goes into it, including Formica on 
the walls. 


C /% poe § cerlfies C1uUuINe FORMICA 


~~ PROFITABLE 
SALES! 


Today she will select the color swatches that she 
wants to try at home. She’ll take literature that 
will give her ideas — ideas that crystallize and 
magnify the ones she had when she came in. 


Will this sale be yours? 


Call your Formica distributor for complete in- 
formation on the new Selling Center. 


Write Formica for a folder titled “How to Make 
Money with Formica.” 


Formica Corporation, 4630 Spring Grove Ave., Cincinnati 32, Ohio 


Laminated Plasti 


Be sure you get genuine Formica. Look for 


FD-2064 this wash-off registered trade mark on the surface. 
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Now is the time to sell 


a tt 


VIDUALITY 
AND 


 Deasary 


sell both...at a good profit...with the 
CURTIS ie program 


Now is the time to take a long look at your door and window business...and how the 
Curtis 1-Q program can make it a more important part of your total profit picture. 

This is the year that builders are adding more provable quality, more long-sought 
individuality to their homes. And the Curtis I-Q program is geared to help builders 
do just that. 

Builders know that Curtis stands for guaranteed quality, with enough variety of 
styles to create homes of distinctive personality. They know that their prospects 
know the Curtis reputation—built up by word-of-mouth testimony and by years of 
consistent national advertising. 

This program is going places! And you can make it work for you—right now—by 
learning more about it, by merchandising it to your builder customers and their cus- 
tomers. Your Curtis sales representative has the story. Or write us for full information. 
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J. E. Merrion and Co., award-winning Chicago builder, uses Curtis double-hung 
windows to help sell the individuality and quality of its Country Club Hills homes, 


CURT IS has the sales tools 


to boost your profits 








NATIONAL ADVERTISING 
a big schedule of full- 
page, full-color adver- 
tising in Better Homes 
& Gardens, plus full- 
page advertisements in 
New Homes Guide and 
other consumer build- 
ing manuals. 


CURTIS 
GUARANTEE 
CERTIFICATE 

one of the most 
powerful sales 
tools ever offered 


8 to dealers...and a 


quick “‘convincer”’ 
for home buyers. 


DIRECT MAIL 


booklets, folders, en 
velope enclosures to 
sell your customers 
on the individuality 
and quality of Curtis 
doors and windows 

















AD MATS 


carefully prepared 
for your local news- 
paper ...radio scripts 
...publicity that 
identifies you as a 
Curtis dealer. 








POINT-OF-SALE HELP 


Curtis door and 
window selector 
charts that speed 
and simplify your 
sales...counter 
cards, tent cards, 
truck and job signs. 





HELPS FOR YOUR 
BUILDERS 
available through 
you—builder award 
certificate...model 
home idea booklet 
...8ales clincher 
folder for your sales- 
men and for the 

builders’ salesmen. 














Individuality and Quality in doors, windows 


and FashionWood® cabinets 
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Curtis Companies Incorporated 
Clinton, Iowa 


Please send me more information about: 


0 Curtis windows C) The Curtis I-Q program 


0 Curtis doors 
00 Fashion Wood cabinets 


(C0 Please have a salesman call. 
Name... 

Firm eesee 

Address. . 


City. . State 
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Increase Sales with 


Novo CY si: 


54) 2)’ feole] es 


SIDING 


Your customers will 
appreciate the substan- 
tial savings of Noyo 
“A” Grade siding. 
Certified Kiln Dried, 
milled and inspected to 
meet CRA specifica- 
tions—the small differ- 
ence is inclusion of 
sapwood. 





PROSPECTS 


Ask our repre- 
sentative for 
consumer leads 
from CRA Na- 
tional advertis- 
ing. 


ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8” to 13/16". Send 
for Plyclip brochure. 


Developed and tested 
by Plywood Research 
Foundation. 


STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
actin shear for greatest strength. 
No toe nailing! No splitting! 

3 styles—/8 gouge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG-—OR SEE IT IN SWEETS 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 
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e@ Certified K.D. 
@ Treated or Natural 
@ Choice of Patterns 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG 
CALIFORNIA 


San Francisco Park Ridge, Ill. 
Los Angeles New York 
Circle No. 415 on Handy Cover Card 





SELL J. NEILS 
PENTA TREATED 
POLES AND POSTS 





More and more of your custom- 
ers are asking about treated pole 
frame construction for durable, 
low cost farm buildings. Treated 
Lodgepole Pine from J. Neils is 
the answer to their needs and to 
increased sales for you. J. Neils 
poles are straight, strong, with 
uniform taper. They are selected 
from our own timberlands, and 
treated (penta or creosote) in our 
own plant. Mixed cars can in- 
clude poles with treated or un- 
treated lumber. Free plans and 
erection instructions available. 











J. Neils Lumber Company 
Division of St. Regis Paper Co. 
MILL AND TREATING PLANT AT LIBBY, MONTANA 
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VIRGIN NYLON 
NEW PRODUCTS WHEELS 
(begins on page 84) 


RIGID EXTRUDED 
ALUMINUM TRACK 
SELF-LUBRICATING 
BEARINGS 








VERSATILE 707 SERIES 
FITS %” OR 1%" DOORS 
.. SIMPLY REVERSE HANGERS 


Garage Door Operator ‘CHANNEL 





The new Genie 400 garage door oper- 
ator is styled as a household appliance 
in self-contained completely enclosed 
unit. Although weighing only 32 
pounds, it automatically unlocks and 
opens or closes and locks any overhead : 
garage door at the push of a button, Refers gr Oa vermees, Oe 
while at the same time garage lights ADJUSTMENT 
are automatically turned on or off. Fea- . . SLOTS 
tures include a powerful 1/3 hp motor, RL 
new screw worm type drive and alumi- | aa 
num rails and extrusions to give highest 
strength possible for long life and dura- 


re ure * * 
ee aoe 400 carries a one-year | NEW Har-Vey Handi-P a with 


Market _ erga a to —— ‘ 
S24595, Ir offer a dear dicount of | = Bumper is key to more sales 


48%. Minimum dollar investment for a 
Versatile 707 Series fits 3" or 1°/4" Sliding Doors 


















































dealer is $250. Sales aids include easel, 
catalog sheets and brochures. The Al- 


liance Mfg. Co., Dept. AL, Alliance, 
Ohio. 
Circle No. 216 on Handy Cover Card DOOR BUMPER INCLUDED IN EVERY HANDI-PAK 


Handle the line your customers want... one that 
means less inventory and better profits for you. 
Each Pak contains everything your customer needs 
for quick, easy installations. Handi-Paks include 
rigid extruded Aluminum Track, two No. 70-2H 
Hangers, two No. 70-3H Hangers, one adijust- 
able Nylon door guide, two cup pulls and one 
Door Bumper. With Har+Vey's 707 Series you 
never have to pass up or delay a sale. Look for 
the Har*Vey name... your assurance of selling 
superior quality. 


Pushbutton Range Hood is) uaran tee dv TO BE THE SMOOTHEST, 
A new range hood, called the Range- QUIETEST SLIDING DOOR HARDWARE AVAILABLE 
master 75, has mitered corners, solid top 
for cabinet protection, pushbutton ven- 
tilator control for high and low speeds 
and totally enclosed prewired underhood 
light. The Rangemaster 75 is available in 
five decorator finishes: brushed or ham- 
mered antique copper, hammered Swed- 
ish iron, hammered dull black and satin 
stainless steel. Hoods are available in 
eight lengths from 24” to 48”. \ 
Market data. Retail prices range from \ World's largest 
$37.95 to $52.95, depending on size and at range a 
finish. Offering a dealer discount of 40%, fi 
the hoods are available from 750 distrib- 
utors. Sales aids include literature, cir- 
culars, envelope stuffers, metal swatch 
samples. Aubrey Hardware Mfg. Co., | ©1959 By 
Dept. AL, Union, III. AMERICAN SCREEN PRODUCTS COMPANY 


ee yer See ee GENERAL OFFICES: 61 EAST NORTH AVENUE e@ NORTHLAKE, ILLINOIS 


(continued on next page) 
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NEW PRODUCTS 


(begins on page 84) 

















Tub Enclosure 


Called Pivot-Dor, a new 
sliding tub enclosure opens 
on the tracks providing 90% 
accessibility to the tub. 
Available through wholesale 
channels only, it is offered 
in both chrome-plated brass 
and in extruded aluminum 
frames. Sizes are available 
to fit all tubs. Listings begin 
at $272 for a Key model. 


Color Dispensing Machine 


The Redi-Tinter, a new color ma- 
chine, blends colors to 1/96th-ounce ac- 
curacy, maker announces. You can now 
provide your customers with matching 
color in any type paint—interior, ex- 
terior, even masonry paint, or asbestos- 
cement shingle paint, it is said. First the 
operator sets the adjustment for each 
colorant. Sometimes three or four color- 
ants go to make the desired shade or 
tone. Individual colorants are electrically 


agitated to prevent clotting while flowing 
into the base paint. Then the can con- 
taining colorants and base paint is sealed 
and machine-shaken. The result is the 


Keystone Shower Door Co., 
Dept. AL, Southampton, 
Penna. 
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Chef's Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


Club Series—Personalized with custom- 
er's initials, Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


(OTolsalolis(-me-iallelsal—al i) 
—cut costs with 


BLUE RIBBON 


WOODEN ALUMINUM 


LADDERS 


and 


Send coupon for new full-color catalog! 
Goshen Manufacturing Co., Dept. F 
Goshen, Indiana 

Please rush new 36-page 1959 catalog in full 
color, plus data on____ 


Zephyr Swing—smooth in action—posture-safe in Ee 
its form-fitting seats. Constructed for years of use, 
Appealing colors in weather-resistant enamels. gE 

GOSHEN inn oe Beige 


goshen INDIANA CR ae ee ; 3 


fatatdiched in 1894 Ba een ae Res ie Oe 
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exact color your customer wanted. A 
color chip rack containing hundreds of 
decorator color tones and shades is pro- 
vided by the maker to help your cus- 
tomers select the color they wish. 

Market data. The Redi-Tinter is now 
available direct from the maker. Coop- 
erative advertising allowances are avail- 
able to dealers in advertising the color 
dispenser color selection consumer-wise. 
Sales aids include ad mats, streamers 
and circulars. Adelphi Paint & Color 
Works, Dept. AL, 86-00 Dumont Ave., 
Ozone Park 17, N. Y. 
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Prefabricated Chimney 


Artist’s conception of a new steel chim- 
ney system, which includes a high tem- 
perature stainless steel flue, non-break- 
able insulating material, intermediate 
casing of aluminum-coated steel and an 
outer casing of galvanized steel, is pic- 
tured above. Called the Huncilman pre- 
fabricated chimney, it weighs only 10 
pounds per foot and is said to be less ex- 
pensive than conventional brick. It is 
designed to allow the flue to be fired 
safely to over 1,700° Fahrenheit and to 
withstand winds of over 200 miles an 
hour, maker announces. 

Market data. The Huncilman chimney 
is also a space saver in the utility room 
or basement. The utility room model re- 
tails for $75; retail markup on cost is 
334% %. Available now through all Phil- 
ip Carey Mfg. Co. dealers, the chimney 
is packed kd. It is primarily an item for 
contractor sale. Minimum dollar invest- 
ment for a dealer is about $400. Sales 
aids include literature and UL listing 
cards. United States Steel, Dept. AL, 525 
William Penn Place, Pittsburgh 30, Penna. 

Circle No. 220 on Handy Cover Card 


Adjustable Canopies 


New Lido all-aluminum window and 
door canopies are adjustable for height 
and width, can be assembled easily by 
the home handyman and offer numerous 
color combinations from solid green or 
white to stripe designs. All-aluminum 
hardware is included in each carton. 
Illustrated instructions show how panels 
lock together and suggest color combina- 
tions. 

Market data. Each Lido canopy is 
packed in a compact carton requiring a 
minimum of storage space. Suggested 

(continued on page 100) 
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Rita ma astm, 


Johns-Manwille 


STRONGBORD 


Es Sa 


EE SA 


STRONGBORD can be used 
without corner bracing 





Shingles can be nailed directly 
to STRONGBORD. 


Your builders prefer Johns-Manville STRONGBORD 
... that’s why it is such a fast-moving volume item 


Three important features have created the ever- 
growing builder demand for J-M STRONGBORD. 
Builders like it because there is no stronger 14” 
insulation board sheathing on the market today 
. . . because it fully complies with FHA require- 
ments for use without corner bracing . . . and be- 
cause asbestos-cement or wood shingles can be 
nailed directly to it. These are important features 
which save time and materials on the job. Because 


builders prefer STRONGBORD it is easier to sell. 
This leads to additional sales and profits. 
STRONGBORD comes to you neatly packaged. It 
is easy to store... easy to handle. Furnished in 
modular widths of 4’ and in 8’ and 9’ lengths. 
Stock STRONGBORD and get volume sales and 
steady profits in today’s rapidly expanding build- 
ing market. Your Johns-Manville representative 
will be glad to give you complete information. 


JOHNS -MANVILLE 


JOHNS-MANVILLE JM, 
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‘direct line’ to 
“profit-plus” 


hardware 
specialties... 


R-W manufactures a very diversified line of top-quality hardware special- 
ties. So many that we could not describe them all in a publication as large 
as the one you are now reading. However, Hardware and Building Supply 
Dealers have learned to rely on the R-W Catalog as a prime source for 
a wide variety of their hardware needs. It is a place to purchase those 
“non-stocked” specialties that earn many dollars of “added-profits.” Many 
of the items you will undoubtedly want to buy for stock—some, because 
of the special nature you will want to buy only on customer request. In 
either case, this catalog provides you with a proverbial “horn of plenty” 
from which you can order all your hardware needs. Here are a few of 
the top-quality hardware products made by R-W... Track, Hangers and 
Hardware Sets for Sliding Doors; Latches; Hasps; Door Bolts; Flush Pulls; 
Door Handles; Stay Rollers; Binders; Floor Guides; Studding Sockets; Fire 
Doors and Fire Door Hardware; Industrial Doors of all types and Electric 
Operators for all types of gates and doors. 


ww Richards-Wilcox 


for your free copy of 
the R-W Catalog No. 
A-400. 





MANUFACTURING COMPANY 
A HANGER FOR ANY DOOR THAT SLIDES 
226 W. THIRD ST. * AURORA, ILL. ® Branches in all Principal Cities 
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NEW PRODUCTS 
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retail price of the canopy is $13.95; 
retail markup on cost is 40%-48%. The 
maker is still building distribution. Sales 
aids include literature and assembly 
folders. Carey-McFall Co., Dept. AL, 
2156 E. Dauphin St., Philadelphia 25, 
Penna. 
Circle No. 221 on Handy Cover Card 


Odorless Multicolored Paint 


A new one-coat odorless multicolor 
paint is available for drywall, plaster and 
masonry. It is called Odorless Plextone. 
B. F. Ames, vice president, says the 
product has maximum alkali resistance. 
For interiors it is made in WM grade; 
for exteriors it is made in WMG grade. 
The paint is said to be free from lacquer 
odors, enabling painter and other me- 
chanics to work under better conditions. 

The new paint is available in all 
standard color-flecked and solid colors. 
Application is by spray, using standard 
spray equipment without reduction. Dry- 
ing time is three to four hours hard over- 
night. 

Market data. Available from 375 paint 
and building material jobbers, quarts 
and gallons in glass containers and five- 
gallons in cans. Manufacturer says the 
product is mainly aimed at contractor 
sale. Minimum practical inventory in- 
vestment is about $200. A full list of 
dealer sales aids is available, also coop- 
erative advertising allowance. Plextone 
Corp. of America, Dept. AL, 2130 Mc- 
Carter Highway, Newark 4, N. J. 

Circle No. 222 on Handy Cover Card 
(continued on page 102) 
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dows, Sash and Screens—C.S. 163. 


(2) Standard Stock Double-hung Wood 
Window Units—C.S. 190. 


(3) Standard Stock Ponderosa Pine Insu- 
The AWWI Seal lating-Glass Windows and Sash—C.S. 193. 

(4) Standard Stock Wood Awning Window 
Units and Projected Awning and Station- 
ary Sash Units—C.S. 204. 


eee” fs a>, APPROVED ~ (5) Standard Stock Wood Casement Win- 
dow Units—C.S. 205. 
American W000 WINDOW Institute . 5s 
CONFORMS - UNITED STATES COML STND.204-5 b. Wood frames for windows shall comply 

with C.S. 208. 


CONFORM TO NEW F.H.A. STANDARDS 


- The American Wood Window Institute Seal on your 
wood window units quickly identifies them as the 
quality window units which meet the new FH.A. 
standards. If you’re interested in the A.W.W. I. 


Seal Program, write to: 


eel oveda Wite WOODWORK : 39 South La Salle Street 
l 


An Association of Western Pine Producers and Woodwork Manufacturers Chicago 3, Illinois 


705-—9.2 Wood Windows 
a. Windows shall comply with the following: 
chad (1) Standard Stock Ponderosa Pine Win- 














MEMBERS—Woodwork Group Ruck Island Millwork Co. Gilchrist Timber Co. U.S, Plywood Corp. 
Semiing-Menke Co. Edward Hines Lumber Company —California Division 
Gaseren, Seperation Wabash Screen Co. industrial Wholesale Lbr. Co, Warm Springs | Lumber Company 
key Co. Western Pine Mfg. Co. Kaibab Lumber Co. Western Pine Association 
Corporation White Pine Sash Co. Lake Lumber Co. Weyerhaeuser Sales Co, 
0, Incorporated Metloud Lumber Co. Winton Lumber Co, 
Screen Co. MEMBERS—Lumber Group i in California Lbr..Co. ASSOCIATE MEMBERS 
etis Lumber Co, m Lumber Co. 
Oc ¥ Alt Metal Weatherstrip Co. 
Co. Oregon Lumber Co. Casement Hardware Co. 
ave gp camber Corp. Chapman Chemicat 
3 tt Luenees 5a. tee. ay Ostia a 
tzer Forest Pr: . Denni 
South of Gle ° nan Fornat iy Borris Camber & i & Moulding Co, 
u weet umber Mills, inc. 
L. Smith a rong Co, Protection Products Mfg. Co, 


Fattoe Forest Products Co. Unique Balance Co. 
Jorter. Webster & Johnson, ine. Wood-Treating Chemicals Co, 
te Knot Pine Mills Zogers, inc, 
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that grows 
above ground 


The yellow gold has long 
been exhausted, but the 
‘green gold"’ still flourishes 
—to provide the soft, mellow- 


textured saw logs that make 
Camino quality Ponderosa 
and Sugar Pine, California 
Douglas Fir and White Fir the 
choice of so many buyers. 
Camino quality starts with 
quality in the tree—and 
Michigan-California maintains 
it throughout all manufactur- 
ing operations. 


Order 
Camino quality every time. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO, El! Dorado County 
CALIFORNIA 


Camino Quality 


SUGAR and PONDEROSA PINE 


and associated species 2 


” Prudmore, Feu Woodworh 
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NEW PRODUCTS 
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Complete Home Workshop 


A new workshop named the Model F 
Falcon is said to deliver an honest 2 hp 
under load, yet sell in the low competi- 
tive price range. Special features of the 
new 1 hp, 9” radial arm saw include 
mounting of the power unit on twin 
chrome-plated steel arms that glide on 
eight permanently lubricated ball bear- 
ings. Double spindle direct drive opera- 
tion, with 9/16” right-hand thread on 
one end of motor and %” left-hand 
thread on the other permits economical 
use of standard tools and accessories in 
expanding the many uses of the work- 
shop. The Comet arm swivels 360°; saw 
motor swivels 360° independent of the 
arm and motor tilts for unlimited bevel 
cuts and other operations. The wood re- 
mains stationary. The work table with 
new positive action, positioning blocks, 
measures 20%4” x 40”. 

Market data. Price of the workshop 
shipped prepaid is $239 without legs; 
$256.95 with legs. Comet Mfg. Co., div. 
of The Siegler Corp., Dept. AL, 2033 
Santa Fe Ave., Los Angeles 21. 
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Carded Cabinet Hardware Items 


A new line of 57 selected Stanley 
cabinet hardware items, individually 
acked to encourage self-service selling, 
is announced. Knobs, pulls, backplates, 
hinges and catches come in visual-pack 
packaging. Each item is packed on a 
plastic-covered card, which carries its 
own sales message. Contemporary, mod- 
ern and colonial designs in antique black, 


satin copper, bright chrome and colorful 
ceramic finish are offered. ; 

Market data. The dealer can easily 
mount these cards on hooks on _ his 
own fixtures or he can use a merchan- 
dising rack made available by Stanley. 
Two packages are available: C-200 with 
everything to set up hardware on dealer’s 
own fixtures, $196 list, dealer cost is 
$117.60; C-202 with all items included 
in C-200 plus the rack for floor use, 
$219 list, dealer cost is $131.40. Stanley 
Hardware, div. of The Stanley Works, 
Dept. AL, 111 Elm St., New Britain, 
Conn. 
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Wood Boring Drill Set 


A new No. 10 Wood Boring Drill Set 
has a boring range from %4” up to and 
including 144”. Eight bits, in various 
sizes, are accurately machined to bore 
faster, cleaner, truer holes in wood, 
plastics, panelboard, plaster and compo- 
sitions. Made of hardened tool steel, 
these bits hold a keen edge. Included in 
the set is a universal shank, which holds 
each bit and fits all 4” electric drills 
and drill presses and a handy wrench. 

Market data. Available from hardware 
wholesalers, the set retails at $2.75. 
Each set is packaged in a colored plastic 
case, which serves as self-selling display. 
The maker also announces a new No. 26 
Coping Saw Set, which retails for 98¢. 
It gives the home craftsman a combina- 
tion of coping saw frame and four 612” 
blades, which will saw six different ma- 
terials. Parker Mfg. Co., Dept. AL, 
Worcester, Mass. 
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Special Offer 


Free Wicker Basket 


A multiple pack promotion to _in- 
crease sales of its basic staple eight- 
ounce work gloves is announced by the 
Glove Div. of Riegel Textile Corp. Fea- 
turing the Riegel-Pak, three pairs of can- 
vas gloves in a poly bag, the special pro- 
motion offers dealers a free, reusable 
wicker display basket with each 12 dozen 
order. 

Market data. Suggested retail price of 
each Riegel-Pak containing three pairs 
of gloves is 89¢. The gloves are pre- 
packed in a wicker basket and are avail- 
able in men’s size or an assortment of 
men’s and ladies’ sizes. Dealers may ob- 
tain the gloves from Riegel representa- 
tives. Riegel Textile Corp., Dept. AL, 260 
Madison Ave., New York 16, N. Y. 
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Special resin-spray "dry process” makes this G-P _ painting. Extensive G-P line meets all your needs for 
Hardboard superior to ordinary ‘‘wet process’’ boards. low-cost home or commercial construction. Includes 
G-P Hardboard machines without fuzzy edges, is Standard, Tempered, Perforated, and also Tempered- 
easy on tools. Light-colored surface is unexcelled for Perforated Hardboards. Packaged for easy handling. 


GEORGIA @ PACIFIC 


Dept. ALBP359, Equitable Bidg., Portland, Oregon 
Please send booklet on entire line of G-P Hardboards 


Nam 

Company 

| 
a State 
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One-Stop Shopping in a Hurry—See Card on the Back Cover 


Hyster Announces New Trucks 


An all-new series of 6,000, 7,000 and 
8,000-pound capacity lift trucks are 
part of Hyster’s newly announced Chal- 
lenger line of pneumatic-tire trucks. The 
narrow width of single drive wheel de- 
sign, plus short turning radius and pow- 
er steering, permits the use of these lift 
trucks in standard, single door boxcars. 
Dual wheels are optional on all three 
models. 

The new trucks are powered with six 
cylinder, 70 hp Continental engines that 
develop 168 pound feet of torque at 1,- 
200 rpm. Large reserve power of the 
heavy-duty engine gives the trucks a fast 
lifting speed up to 66’ per minute and 
operating speeds up to 17 mph. A newly- 
developed two-speed power shift Hysta- 
matic transmission is available on all 
models as optional equipment. Standard 
transmission is a three-speed, constant 
mesh unit. Hyster Co., Dept. AL, 1003 
Myers St., Danville, Ill. 
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Jiffy-Lift Loader & Unloader 


The Elberfeld Mfg. Co. announces a 
new Jiffy-Lift one-man operation loader 
and unloader. Concrete block, brick (ei- 
ther palleted or banded), stone, tile and 
pipe or precast concrete offer no loading 
or unloading problems. In addition to 
normal loading and unloading problems, 


Jiffy-Lifts can be made adaptable to al- 
most any material handling problem. It 
handles 10,000 pounds with ease. The 
unit features four-wheel drive to reduce 
track slippage and four-cable suspension, 
which eliminates swinging. The support- 
ing legs lock into position and give 
sturdy support regardless of terrain or 
conditions of ground. 

The Jiffy-Lift is easily installed on 
your truck either by you or at factory. 
a Mfg. Co., Dept. AL, Elberfeld, 
nd. 
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High-Power Brad Gun 


A new. air-powered woodworking 
tool that will drive brads four times fast- 
er than hand methods is announced. The 
new Duo-Fast Brad Gun operates at 40 
to 8 psi depending on job to be done. It 
is capable of driving 1” and 1%” Duo- 
Fast cohered brads into hard materials 
at pressures as low as 50 pounds, maker 
says. A unique air piston design makes 
this high-driving power at low pressures 
possible. Constructed principally of mag- 
nesium, the brad gun weighs about five 
pounds. It holds 100 cohered brads 
which are front-end loaded. 

The tool features a safety yoke, which 
prevents firing except into the material 
being worked on. The safety yoke also 
serves aS an automatic trip device for 
rapid-fire operation. Fastener Corp., 
Dept. AL, 3702 River Road, Franklin 
Park, Ill. 
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Job-Planned Truck Bodies 


A new series of job-planned truck 
bodies for builders is announced by 
Reading Body Works. The one-ton panel 
body is designed to transport and store 
hardware, fixtures and appliances of all 
types. Special departmentalized compart- 
ments with divided bins and trays hold 
tools, equipment, parts and materials. 
Double-panel doors keep parts and tools 
waterproof in both compartments and 
inside the body. All doors are equipped 
with slam-action locks. Large appliances 
are transported inside the body. The 
unit, fabricated from heavy gauge cold- 
rolled steel, has all standard Reading 
construction features, including com- 
plete unitized electric welding, safety 
tread flooring and undercoating. 

One of the first new units (see photo 
above) has been delivered to Universal 
Construtcion Co., Nichols, Conn. The 
unit was specially adapted by Metro- 
Hoist, Inc., Fairfield, Conn., and is 
mounted on a standard GMC chassis. 
Reading Body Works, Dept. AL, Read- 
ing, Penna. 
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Plaster-Mortar Terrazzo Mixer 


A nine cubic foot capacity and end- 
to-center mixing action by four one- 
piece blades are two important features 
of a new portable plaster-mortar terraz- 
zo mixer. Designated the model 9-PM, 
its power is obtained from a 14.7 hp 
gasoline engine equipped with oil bath 

(continued on page 106) 


Safety Guard 


A new industrial safety 
guard that will fit all stand- 
ard DeWalt radial-arm ma- 
chines is available. The 
guard is fully adjustable to 
allow for accurate position- 
ing and offers complete pro- 
tection to the operator in 
shaping, jointing and rafter 
notching applications. De- 
Walt Div., American Ma- 
chine & Foundry Co., Dept. 
AL, Lancaster, Penna. 


Circle No. 230 on Handy Cover Card 


March 16, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Strap Cutter 

A new strap cutter will 
cut steel strapping up to 
1%” wide and .035” thick, 
yet is small enough to slip 
in the pocket when not in 
use. Called the Model E36 
Strap Cutter, it is operated 
by one hand. A strap guide 
keeps the strapping flat be- 
tween the shearing surfaces 
of the lower and upper shear 
blades. Acme Steel Co., 
Dept. AL, 135th St. & Perry 
Ave., Chicago 27. 
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IF there are any young “trail riders” 
in your family ... or if you are inter- 
ested in Western lore . . . we'd be 
happy to send you an interesting 
booklet telling about famous Arizona 
brands . . . complete with illustrations, 
briet histories and instructions on how 
to read brand marks, Just write to our 
General Sales Oftice, Department A-11. 
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NEW EQUIPMENT 


( begins on page 104) 





air cleaner. A 5 hp ac three-phase 220/ 
440 volt 60-cycle or single phase 110/ 
220 volt, 1750 rpm electric motor is 
available as an optional power unit. Mix- 
ing drum is made from heavy gauge high 
carbon steel and has a safety grill and 
bag cutter. Low speed, high torque op- 
eration is handled by a chain drive. Final 
reduction is through a cut gear and 
pinion. 

The manufacturer also announces a 
new bulletin on its Hi-Lifter fork lift. 
How the Hi-Lifter can raise 4,000 








(Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK) 
STICKS AND STAYS pify 
Tl 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty dons not shrink. Absolutely 
not, It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
4-lb, cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb, drums for 
industrial users, Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


COMPANY 


Box 804-8 
Des Moines, 
towa. 
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pounds to 2242’ or 6,000 pounds to 12’ 
(at 24” load centers) is explained in the 
bulletin’s four pages. Ask for bulletin 
KM-615. Kwik Mix Co., Div. of Koehr- 
ing Co., Dept. AL, 235 West Grand Ave., 
Port Washington, Wis. 
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Wallmaster Structural Systems 


New floor-to-ceiling systems create 
custom merchandising and display ef- 
fects and are adaptable to the presenta- 
tion of most any type of building ma- 
terial supplies. Systems are available in 
three basic types: light, medium and 
heavy-duty. Wallmaster is adaptable for 
use as perimeter stock rooms, merchan- 
dising wall sections, interior or window 
displays. 

Structural uprights are of all-steel, 
back-to-back, welded construction, slot- 
ted at 1” vertical intervals to accommo- 
date a wide selection of shelf brackets, 
crossbars and other related hardware. All 
uprights have provision for the simpli- 
fied insertion and interchangeability of 
any type of wall panel materials in %4” or 
¥g” thicknesses. Illustrated literature and 
catalogs may be obtained by writing to 
Reflector Hardware Corp., Dept. AL, 
Dept. FP-12-AL, 1400 N. 25th Ave., 
Melrose Park, Ill. 

Circle No. 234 on Handy Cover Card 


Music and Intercom System 


A low-cost, combination background 
music and office intercom system for the 
small office, store or warehouse as well 
as existing homes is available. Systems 
can be purchased for about $90-$180, 
depending upon the number of remote 
stations desired. Called the Harmony 
System, it has been carefully engineered 
so that an office boy can quickly set the 
simple, three-wire system in operation, 
maker says. All intercom functions can 
be accomplished at the same time as mu- 











EXCHANGE SAWMILLS SaLEs CO. 


MANUFACTURERS 


SOUTHERN and WESTERN WOODS 


Since 1879 


Representing: 
Yoncalla Lumber Co. 
Douglas County, Oregon 


1400 R. A. Long Bldg. 
Kansas City 6, Mo. rwx xc-ss« 


DISTRIBUTORS 
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sic is being played through the system. 

Each Harmony System consists of a 
master station with the desired number 
of remote stations. The master station 
includes either an AM or an AM-FM 
radio and provisions for attaching a rec- 
ord changer. Attractive front panels con- 
sist of sandtone vinyl plastic with con- 
trasting copper-plated grill. Cabinets are 
made of solid %4” wood and finished in 
walnut or limed oak. Continental Mfg., 
Inc., Dept. AL, 1612 California, Omaha, 
Nebr. 
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Tote Baskets 


New lightweight tote baskets specially 
designed for small self-service stores and 
supermart speed lanes nest without stick- 
ing and are perfectly balanced for easy 
carrying. The baskets are made of dura- 
ble, vat-dyed, water-repellent canvas 
duck over a wire frame with a com- 
pletely washable plasticized canvas bot- 
tom. A bright red wire rack with white- 
lettered sign holds 12 nested baskets and 
occupies less than two square feet of 
space. Two sizes are available: 17” x 10” 
x 7” deep weighing 18 ounces and 20” 
x 12” x 8%” weighing 24 ounces. Stand- 
ard colors are royal blue or bottle green. 
Other colors are available on special or- 
der. Either or both sides of the baskets 
may be imprinted with the dealer’s name. 

Baskets may be purchased separately 
for $2.75 each; the large size baskets sell 
for $3.75 each; 12 baskets complete with 
rack sell for $50.25. Special discounts 
are offered on large quantities. Handy 
Folding Pail Co., Dept. AL, 17 Thomp- 
son St., New York 13. 
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homes sided with Aluminum by ALSCO 


SELL FA J 


Bin. 


There’s a big building year ahead! Alsco Alu- 


minum Siding is growing in popularity. Builders 
are already siding entire allotments of new homes - 
with Alsco. Building Supply and Lumber dealers \ y) 
who want to tie in with this big profit picture, will 
find Alsco a “must” product to offer builders. 


Builders keep “on schedule” with Alsco! It can HOMES CAN BE 
be applied year ‘round, in any kind of weather. BUILT FOR LESS with 
It’s lightweight for easy, fast installation. No 
painting is required, two coats of mello-lustre ALSCO ALUMINUM SIDING 
enamel are baked-on at the factory. Alsco will fur- 
nish installers or help train crews who haven't Let us prove it! 


used aluminum before. 
Alsco siding meets F.H.A. requirements for new eed 1 — ee 


construction. More and more lending institutions 
are evaluating Alsco sided homes in the same high 
loan classification as brick veneer. 

The practical, permanent features of Alsco Alu- 
minum Siding are the answer to buyers’ demands 
for “good living.” It’s advertised in BETTER 
HOMES & GARDENS, AMERICAN HOME, HOUSE 
& GARDEN, PARENTS MAGAZINE, SUNSET and 
leading builder’s magazines. 

Builders will be using more and more Alsco sid- 
ing. Be ready to supply their demands! 


e#ALSco 


ALUMINUM SIDING 


Alsco also manufactures aluminum primary double hung 
and slider windows, shutters, vents, fascia material. 


RUSH! 


BUILDER’S DIGEST 
of FACTS ABOUT 
ALUMINUM SIDING 


plus other information 


Building Products Division, Dept. $-47 
Alsco, Inc., 225 S$. Forge St. 

Akron 8, Ohio 

Nome____ 

Company Name____ 


Address. 
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Zone State : ” 
(Please attach this coupon to your letterhead) 
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NEW EQUIPMENT 


(begins on page 104) 





Bulk Cement Transfer Plant 


A 500 bbl. per hour capacity bulk ce- 
ment Transfer Plant offers a convenient, 
economical way to move cement or other 
bulk material from hopper car to truck. 
Easily transported, the Transfer Plant is 
readily erected on a timber mat and 
braced with guy wires. Only minor ex- 
cavation is required prior to setup. It 
can also be erected without guy wires by 
bolting to a reinforced concrete mat. 
Bulk material is carried from the bottom 
of the hopper car by a 12” diameter 
screw conveyor. Screw incline is adjust- 
able up to 10°. Heavy steel conveyor 
trough has removable, dust-sealed steel 
covers. Plant also comes equipped with 


e 


Rem-a-Dex Pocket 

New Rem-a-Dex Pockets 
bring microfilmed records 
together with current active 
records. Past information 
can be microfilmed and 
housed in the active cor- 
respondence folder. Made of 
cellulose tri-acetate, the poc- 
kets are made in three sizes: 
5”x34%4", 6”x4” and punch- 
ed-card size. Samples are 
available. Remington Rand 
Div., Sperry-Rand Corp., 
Dept. AL, 315 4th Ave., 
New York 10. 
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canvas shrouds and attachment plates for 
hopper bottom of the railway car. A 4” 
pitch, all-steel elevator chain has ground 
and heat-treated alloy steel pins and 
hardened knuckles. Chain carries 16” 
x 8” welded steel buckets at 16” centers. 

Power for the screw conveyor and ele- 
vator is furnished by a gasoline engine 
with clutch take-off, or an optional 10 
hp, 220/440-volt electric motor. Retail 
price of the Transfer Plant is $4,175. C. 
S. Johnson Co., Sub. of Koehring Co., 
Dept. AL, P. O. Box 71, Champaign, III. 
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Catalog Storage Rack 


A new catalog storage rack is a series 
of four independently revolving trays in 
which often-used catalogs may be filed. 
The rack can be used with equal advan- 
tage by one person, or when centered, 
by two or more persons. Each rotating 
section consists of a one-piece hub and a 
one-piece bottom disc, which is flanged 
and beaded for stiffness and five perma- 
nent dividers welded into a rigid assem- 
bly. The five permanent compartments 
measure 21” wide at the face, 15” deep 
and 7” high. The overall height of the 
rack is 6512”. 

The catalog storage rack is available 
in gray or green baked-on enamel and it 
is bonderized to assure a long-lasting 
finish. Frick-Gallagher Mfg. Co., Dept. 
AL, Wellston, Ohio. 
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Low-Bed Trailer 

A new 13,000-pound rated capacity 
six-wheel low-bed trailer with independ- 
ent rubber-mounted wheel suspension 
for heavy-duty hauling is announced. 
Known as the International No. 130, the 
unit is designed for use by lumber deal- 
ers. The six-wheel vehicle is equipped 
with rubber-mounted torsion axles 
which act as a combination spring and 
shock absorber and work equally well 
whether the vehicle is loaded or empty. 
The maker’s all-steel, single-unit welded 
angle steel frame gives stability and bal- 
ance to the entire trailer bed, which con- 
sists of two-inch unfinished wood. A 
ramp for fast one-man loading and un- 
loading operations also serves as the 
unit’s tailgate. 

Overall width of the No. 130 is 8’; 
overall length is 21’. International Har- 
vester Co., Dept. AL, 180 N. Michigan 
Ave., Chicago 1. 
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Paint Blending Machine 


An electrically-operated paint blend- 
ing machine, called the Fashion Color 
Blender, is now available to dealers. The 
rental fee is a nominal charge of $18.50 
per month over a four-year period, to 
cover service, merchandising and main- 
tenance. The dealer makes no initial in- 
vestment. 

The blender is simple to operate. It 
employs a single setting dial control. No 
special installation is required. It is an 
upright, unhooded model, requiring no 
shelf or counter space. 

All major Sapolin finishes are used as 
base paints for the blender, including 
both alkyd and latex interior types, ex- 
terior house paint, flat alkyd shake and 
shingle finishes, outside trim colors and 
special masonry paints. Ten universal 
type colorants, known as Sapolin Color 
Toners, are utilized to blend with the 
base paints to produce more than 500 
of the most popular shades in use to- 
day. Sapolin Paints, Inc., Dept. AL, 205 
E. 42nd St., New York City 17. 
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Air-Power Stapler 


Air return and high-speed 
piston are combined in the 
new Paslode Model AR air- 
power staplers to make bet- 
ter stapling easy. High speed 
nylon piston drives staples 


without recoil. The new 
model stapler takes Paslode 
wide and narrow crown 
staples in leg lengths from 
3/16” to %4”. Paslode Co., 
Dept. AL, 5860 Northwest 
Highway, Chicago 31. 
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Introduces Roll File Units 


A new tube filing system for rolled 
prints, charts, drawings, maps or trac- 
ings consists of modular steel encased 
Duro tubes in units of four tubes per 
Roll File. Roll File Units measure 12” 
wide x 4” high by tube length. Currently 
offered in two tube lengths, 27” and 33”, 
these 254” inside diameter tubes offer the 
largest capacity tube file available, mak- 
er states. Special slide-together stacking 
feature enables Roll File Units to be as- 
sembled for desk top mounting or un- 
der-surface table mounting by means 
of a special slide-on top, which is provid- 
ed with mounting holes for suspension. 

A steel filing cabinet with cylinder 
lock in handle is available. The cabinet 
will accommodate a total of 12 Roll File 
Units (48 individual tubes). Plan Hold 
Corp., Dept. AL, P. O. Box 1038, South 
Gate, Calif. 
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Masonry Saw 


A new masonry saw named the Hydra- 
Matic has a cutting head that is raised 
and lowered by a hydraulic process. Saw 
operators can raise and lower the cutting 
head on this new saw to the precise 
height desired in seconds, says maker. As 
the cutting head goes up and down, both 
the cutting head and foot pedal remain 
level. The saw, available with a 14” or 
20” blade guard, comes equipped with a 
110/220 voltage selector switch, an easy- 
to-operate diamond lock. for jam cut- 
ting, either a 1% hp or 2 hp, air-cooled 
motor and built-in protection against 
blade shattering. Champion Mfg. Co., 
Dept. AL, 2028 Washington Ave., St. 
Louis 8, Mo. 
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Easiest to Use. ..... 


Fold out the new inquiry card on the 
back cover. . . then go through the 
ads and new items. . no turning back 
repeatedly to find the card. . it’s always 
before you. 
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Builders & Roofers Hoists 


Four new models of builders and 
roofers hoists have been added by Muller 
Machinery Co. to its line of mixers, 
power trowels, space heaters and other 
equipment. The new hoists have capaci- 
ties of 200, 300, 400 and 500 pounds at 
330’ to 250’ per minute. They are 
equipped with oversize engines rated 
from 2.8 hp to 5 hp at 3,200 rpm. The 
drums are 4” diameter x 15” long with 
13” flanges. Each hoist holds up to 250’ 
of %” manila rope. Overall unit di- 
mensions are 32” wide x 34” long x 41” 
high. 

The new hoists have been designed es- 
pecially for the small builder and fea- 
ture one man portability, setup and op- 
eration. A detailed bulletin, No. A38, 
can be obtained from the maker upon 
request. Muller Machinery Co., Dept. 
AL, Metuchen, N. J. 
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Flexible Wall Shelving 


A new line of display wall shelving is 
announced by W. C. Heller Co. The 
wall units are 9334” long, 7’142” high, 
28%” deep and come equipped with one, 
two or three wood adjustable shelves 
and the required supporting brackets. 
Glass shelves, display doors, wall show- 
cases and many other features are avail- 
able. The perforated panels are available 
in a choice of 20 soft-tone colors. The 
new units feature a shelf bracket that 
locks tight at any height in the channel 
uprights with “the twist of a screwdriv- 
er” and stays fixed until loosened by a 
screwdriver. 

A new catalog, No. 59N, fully illus- 
trates the maker’s wall fixtures and dis- 
play accessories. It is offered free of 
charge to dealers. W. C. Heller Co., 
Dept. AL, Montpelier, Ohio. 
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LUMBER MAP 
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NORTHERN 
HARDWOODS 


UNE /P SUP ERIC, Y 
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For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con 
sult the firms on this column for your re 
quirements in all Northern Woods. 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Biock patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch lumber, rough. 





* ‘Aarshfield & Pork Falls, 

*Roddis Plywood Corp. . Wisconsin 

Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Lid. 

Sault Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 

Piywd. Modern Dry Kiln facilities. 





* j Subsidiary of 
Goodman Lumber Co... catumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Ggss- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn 
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| HELP WANTED 





Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
lumber yards in established territo 
largest distributor on the East Coast. Gener- 
ous draw against commission. Yearly earn- 
ings excellent. Reply Box No. F-42 Ameri- 
can Lumberman, Inc. 





Assistants to Lumber Department Managers 
in several progressive medium sized retail 
yards in Central California, forty minutes 
from State Capital. Integrity, experience, 
and sales ability will provide excellent op- 
portunity in long established firm of top 
reputation. 
Auburn Lumber Company 
Auburn, California 





HARDWARE MAN WANTED 
Excellent opportunity with established pro- 
gressive Tucson, Arizona lumberyard. - 
uisites are experience in contract hardware, 
tracts, estimating, and purchasing. This is a 
key position and applicant should have good 
sales record and rsonality. Compensation 
open. Send complete information. Lumber 

istributors, Inc., 970 South Cherry Ave. 
Tucson, Arizona, or telephone I. Manspeaker, 
Main 44451. 





IN CALIFORNIA, wanted an experienced 
LU-RE-CO or prefabricated construction 
Foreman or Superintendent. Expanding op- 
portunity offered to a good man in this 
new Sopertanent of a good lumber company. 
Located in the best part of California. Write 
full information. 
Auburn Lumber Company 
Auburn, California 





HELP WANTED 








YARD MANAGER WANTED 
Are you rea for a 5 management 
tion? Would you like forward 
ement willing to back your crea- 
tive merc dising ideas? Have you studied 
the modern techniques for profitably man- 
aging a diversified retail lumber business? 
I #,.. can Ley LA = ners, two branch 
management openin; can pay you 
to twelve thousand dollars your first 
Liberal profit sharing plan assures 
right future for hard worker. plies con- 
fidential. Our present employes know of this 
ad. nt Box No. G-45 American Lumber- 
man, Ine. 





HELP WANTED 
(A) One fully experienced Detailer & Biller 
(B) One fully experienced Estimator & 
ee thoroughly familiar with Cost 


Above positions are now available at a large, 
old established millwork concern specializing 
in schools, hospitals, churches, etc. Good 
wages. Steady and permanent type of em- 
ployment. Fine —— for capable and 
fully experienced parties. 

Kaaz Woodwork Co., 
Kansas 


Inc.—Leavenworth, 





SITUATIONS WANTED 











Position wanted as lumber yard manager. 
Presently employed as manager for line 
yard 18 years. Desire change. Address Box 
G-46 American Lumberman, Inc. 





Wanted position as factory representative or 
wholesale salesman. Location desired North- 
ern California or Southern Oregon. Eleven 
years experience running Building & Plumb- 
ing ents in epartment Stores. 
Write Box G-53 American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 








Wanted—Manufacturers Representative to 
sell complete line of shakes, shingles and 
shingle panels. State area in which you now 
sell and the type of trade you call on. Write 
with full details to Kraus Shingle Panel 
Corp., 2210 Maple Road, Williamsville 21, 
New York. 





SALESMAN: Leading manufacturer of 
build: product has openin, in various 
territories for men to call on lumber yards. 
Applicants should have sales experience in 
building supply field. Please mention lines 
now handling and territory covered. Address 
Box G-41 American Lumberman, Inc. 





Washington representative wanted for pro- 
motional work with governmental agencies. 
Must be intelligent and industrious and have 
had successful experience in building mate- 
rials including lumber and millwork. Reply 
to Box No. G-52 American Lumberman, Inc. 


Add to your income. Representatives wanted 
to sell a complete line plumbing supplies to 
lumber yards, hardware stores and plumb- 
ers. Many choice territories still open. Com- 
mission. Write complete resume. Address 
Box G-48 American Lumberman, Inc. 





DEALERS! BUY DIRECT 


VITALITE 


FIBREGLASS PANELS 


ieee eee ee eee ee ee 


—_ ae 

_- THE “NEW LOOK" 
’ Fibreglass panels—corrugated 
or flat—in an endless array of colors and 
textures, add striking 
to any home, store, office or plant. Sell 
it for patios, carports, partitions, window 
ylights, overhangs, en- 


Translucent 


walls, shutters, sk 
Idea 
able window glazing. Vitalite will SELL 
for you, wherever it is used. 

Write or phone for complete details. 
UNITED PLASTIC PRODUCTS CO. 
Dept. AL, Rte. 130, Florence, N. J. 
HYacinth 9-059! 

We manufacture the products we sell. 


closures, etc. 
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SALES REPRESENTATIVE 
WANTED 











Manufacturers Agents now calling on lum- 
ber, building material and hardware trade 
to handle our new improved mitre box for 
use with any ordinary cross cut saw. Exclu- 
sive territories can now be arranged. Give 
details as to your coverage. W. A. Gerrard 
Company Inc., 4400 Lyndale Avenue North, 
Minneapolis 12, Minnesota. 





BUSINESS WANTED 











Wanted to buy lumber yard in Illinois, Iowa 
or Wisconsin. Prefer business from which 
owner wishes to retire. State town, volume, 
price and terms. Address Box G-47 American 
Lumberman, Inc. 





BUSINESS FOR SALE 











For Sale—Retail lumber, building supply, 
concrete block plant, and ready x con- 
crete business with annual sales over $400,- 
000. Everything located on one site near 
center of Western Penna. town. Plus two 
rail sidings, B&O and P.R.R. Reason for sell- 
ing—owners wish to retire. Address Box 
G-29 American Lumberman, Inc. 


FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively 
small investment will handle. Owner wishes 
to retire. Address Box G-44 American Lum- 
berman, Inc. 








FOR SALE: Good, going lumber yard in 
prosperous. expanding zark Playground 
artea in North Arkansas. Owner wishes to 
retire. Will sell merchandise and sell or 
lease buildings. Address Box G-50 American 
Lumberman, Inc. 





FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—-2 buildings, good 
inventory, going concern. Excellent ° 
some financing available. Address Box G-81 
American Lumberman, Inc. 





LUMBER & DIMENSION 
FOR SALE 

















PINE TIMBERS PLANKING & BOARDS 
OF ALL GRADES 
CYPRESS — HARDWOODS 


We have 30 — experience in supplying 
Quality Lumber from Quality Mills. 


Call or Write: H. B. Rivenbark, Sr. 


G - H & R LUMBER CO. 
COMMISSION LUMBER BUYERS 


4102 Barnard St., Savannah, Ga. 
Phone ADams 6-4754 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
NESOTA SPECIALTY CO. 


MIN 
119 North Fourth Street 
Minneapolis 1, Minn. 





Large 3” Plastic Reflectors. Ideal for Yard 
Protection. Will not rust. Available 2 for 
$1.00 postpaid. Dealer inquiries invited. Ad- 
dress Box G-49 American Lumberman, Inc. 





MACHINERY FOR SALE 





6”x10” No. 110 Hall & Brown planer and 
rd with single profile. Good condition— 


Castleberry Lumber Co. 
Box C 1—Benbrook, Texas—Ph 8-6592 
Ft. Worth, Texas 
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Management Workshop-in-Print 
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99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








* Fourth of a series 


Practice The Smart Sell by Selling Quality Over Price 


Rule 40. Know every benefit in every product for every 
buyer, and be sure that the individual buyer is not only 
acquainted with his potential benefits but understands 
them and is sold on them. What salesmen call “price re- 
sistance” is just an alibi for failure to make the buyer see 
the benefits and want the product. 


Rule 41. Sell intangibles, such as your company’s repu- 
tation, prestige, experience, reliability, dependability, con- 
structive policies, leadership, thoughtfulness, sincerity, aims 
and objectives. 


Rule 42. Feature your exclusive brands and those things 
that you do that no competitor can do. Make a yard stick 
of these plus values in your proposal. 


Rule 43. Outweigh the price in terms of benefits to the 
prospect. Smother the price in reasons why and testimoni- 
als of satisfied customers. 


Rule 44. Every buyer wants to know “What is there in it 
for me?” Parade every benefit before the buyer as a direct 
answer to that question. Prove them point by point and the 
price will look better and better. Demonstrate the differ- 
ence between price and value. Teach buyers that price 
should never be the sole consideration, that they should 
always relate price to value received. Here is the place to 
use some more of your tested selling sentences. (See list 
you can use on next page). 


Rule 45. Reduce the difference in price to the time ele- 
ment. Measure the life of the product or service and quote 
the difference in cents per day over the time of the use of 
the better product. 


Rule 46. Get agreement as to the elements of the right 
price: right quality, right service, right quantity, right 
proposition, right company, right price. 

Demonstrate and prove that your proposal is right in 
each respect. The principle of profit is worth fighting for. 


Rule 47. Most people are interested in personalities. Be 
a name dropper. Use important customers’ names fre- 
quently. 


Rule 48. Sell quality hard. If you know how to sell qual- 
ity you will seldom lose an order because of price. Most 


For data on 
products in 
this issue... 


buyers today are inclined to buy the top quality, espe- 
cially for their homes. Talk up your engineering services. 


But remember that the buyer is not interested in quality 
alone but in what the quality will do for him. Make the 
point that your proposal is built up to a quality standard 
and not to down the lowest possible price. Contrast poor 
features with good features. Appeal to the buyer’s pride of 
ownership, desire for the best, good judgment, economy, 
convenience, etc. 


Avoid using the word “quality” with the buyer. Use 
the synonyms for quality such as “economy, safety, dura- 
bility, dependability, lasting satisfaction, trouble-free per- 
formance, beauty, ruggedness, workmanship, utility, effi- 
ciency, etc. 


Show a sincere and deep respect for the mrechandise 
you are selling. This is a sure way to create an atmosphere 
of quality. Putting a sample in the buyer’s hand, ask him 
“Are you familiar enough with the characteristics of good 
and poor quality to note the difference here?” 


Rule 49, Make the buyer admit that someone can always 
build a product or a supply of service that is cheaper than 
anything known, and that such inferior products are never 
a bargain. 


Rule 50. Uncover the buyer’s quality preferences in other 
fields. It may be a fishing rod, clothes, camera or what 
not. Ask him why he bought the best. Translate his rea- 
sons to your own product or services. 


Rule 51. Discuss the multiplicity of grades and qualities 
of various materials and point out how any price quota 
depends on specification details that only an expert can 
master. Have some exhibits to prove your points. 


Rule 52. Feature your grade marks and any place that 
quality is identified by a mark. Demonstrate and contrast 
cheap quality with good on each item so marked. 


Rule 53. Point out that the same monthly payment price 
will buy the best as the poorest. 


Rule 54. Act the part of the purchasing agent for the 
buyer. Think the proposition through from the buyer’s 
viewpoint and then talk as though you were his purchasing 
agent. There are thousands of manufacturers of building 
products. You have selected the best to recommend. 
(Continued on next page) 
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Tried and Tested Selling Sentences That Sell Quality and Value Over a Price 


“The trouble caused by one faulty piece of material or bit 
of workmanship might cost you many times the difference in 
price.” 


“Our roof (or other item) should last (10) years more than 
the cheaper specification. One year’s extra service will more 
than make up the difference. The rest is profit to you.” 


“The same difference exists in the quality of building ma- 
terials, service and workmanship as in automobiles, clothing, 
appliances and other items where there are price differences 
between low, medium and high quality.” 


“There are so many variations in grades of all types of build- 
ing materials and in the service that goes with material supply 
that I’m not at all surprised that you should say that (Your 
price is too high). As a matter of fact, many of our most loyal 
customers today said that when they came in the first time. Let’s 
get into the details of your needs and then we’ll talk about the 
value in our price.” 


“Most of our customers seem to want high quality and they 
don’t expect to get good quality for the lowest possible prices. 
I'll bet you don’t, either. Am I right?” 


“Unless you insist upon it, we do not propose to build the 
lowest possible price for you. We always plan to build the right 
price for the quality and service our customers need and want!” 


(Show a picture of a house) “I could sell you this house for 
$15,000, $14,000, $13,000 or $12,500, depending on what I 
would specify in different grades of materials and workmanship. 
You'd get value for your money at every price but you'll have 
a mighty poor house at the low price.” 


“Because of the intricacies of the business and the extreme 
variability in both quality and service, confidence in the dealer 
is far more important than price”. 


“Just one item of cheap material in an exposed place can 
spoil the whole effect. It’s much better to have the right quality 
on everything”. 


“If you pay only 10% more for something that lasts twice 
as long and gives you twice as much satisfaction, you’ve made 
a good buy, haven’t you?” 


“Every wise buyer asks himself this question ‘What is the 
best value I can get for my money?’” 

“Anybody can make a cheap imitation of a good product by 
using cheap materials.” 

“The high cost of cheap construction is a luxury that only 
the wealthy can afford and in which only the ignorant will in- 
dulge.” 


“Nine-tenths of the house may be perfectly satisfactory but 
the fact that the remaining one-tenth is wholly unsatisfactory 
destroys much of the value of the whole”. 


“It’s unwise to pay too much, but it’s worse to pay too little. 
When you pay too little you sometimes lose everything be- 
cause the thing you bought was incapable of doing the thing 
it was bought to do. The common law of business balance pro- 
hibits paying a little and getting a lot. It can’t be done. If you 
deal with the lowest bidder it’s well to add something for the 
risk you run, and if you do that, you will have enough to pay 
for something better.”-—John Ruskin 





BEHR PROCESS 


FOR REDWOOD | 


the sign of SERVICE 


We recognized a long time ago that 
a to have a superior line of 











REDWOOD finishes is not 

a enough. We must take 
& care of our customers and 
treat them as we would 

want to be treated. To this end we 
have tried, literally, to bend over 
backwards to give you and your 
customers not only a good piece of 
goods, but the best in SERVICE, 
including prompt shipment and 

fast delivery. This is probably but 
another reason why over 3,425 
dealers stock America’s number 1 
line of REDWOOD FINISHES. 

For complete information and name 
of your nearest jobber, write or phone: 


HARDWOOD POLE SOCKETS 


For supporting poles in clothes closets, wardrobes, 
doorways, etc. 

Made of durable hard maple for maximum 
strength, with extra deep holes to prevent heavily 
loaded poles from dropping out. 

Low in cost — easy to install — available in several 
sizes. 

Ask your jobber, or write 


WADDELL MFG. CO. 


7 TAYLOR AVE N 
GRAND RAPIDS. MICH 
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1603 TALBERT AVE., SANTA ANA 4, CALIF. 
Phone: Kimberly 5-7101 


Manufacturers of the original resin-free 


LINSEED OIL 
PRODUCTS CORP. 








Liquid Raw-Hide finishes for REDW OOD, etc. 
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Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” bolt size. 
ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World’s Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 
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“Have You Overlooked This”’ 





manufacturers carried in the March 2 issue of 


The followi: 
rman & BPM and are again listed with their in- 


American Lum 


uiry numbers for your convenience. Use the Handy Cover Card 
or more information. 
Alsynite Co. of America ..... 2.2... cccscccse cr cccceseccceescsees 325 
anufacturer offers details on Replacement Guarantee. 
Aluminum Co. of America ..........0csc ce eeeeeeeeeeeneneens 324 
Alcoa offers free Store display for caee. 
American Telephone & Telegraph Co. ...........--ceeceeeeres 343 
Cites successful examples of Sealer * advertisin’ ng. 
American Floor Machine Co., Div. of American-Lincoln Corp. . .346 
Get the Plain Facts on the tool rental business today. 
American Steel & Wire, Div. of U. S. Steel ..................... 
ent Saggy acenene on new American Scout Barbed Wire. 
Amerock PPS BEEPS FEES ey WIE IE EE rd I ar Pan 320 
Redd wd mee “nih detals¢ on the new picture-frame displays. oe 
MD cha os oaks boat ae awk ed Shane dé oeeeut 
Osters tint list a ean of Appalachian Hardwoods Assn. 
Archer-Daniels-Midland CO. ....csccccescccccvcsccccccccsecnsecs 303 
New Pol-mer-ik Painting Pointers booklet free for the asking. 
mg Cork CO. .......200 seers secs secteeseesecsecsees 5-335 
Details many important sales helps for floor and ceiling tile. 
Azrock Floor Products Div., Uvalde Rock Asphalt Co. .......... 


New grained pastels in the tile line offer many plus features. 
clay Mfg. Co. Inc. 330 
Details on K. D. eee Te and a kits available. 


PTET ECEEOE ORE eee eee eee eee eee ee eee eee 


EBD ee. errr 322 
Write for sales advanta —~ van B & D heav aad saws. 

Bradley-Southern Div., Potlatch Forests, Inc. ................... 319 

RR RSE See ep reer eee eee rs Ce ee Pee Tee eee Ty 329 
Prices and literature are available on New Bruce flooring. 

WOE ace as bien poe ba cab epee es sgicccnos sess 314 

ED OR ee ee a Bias ewer sc bace syceb 331 
Offers full details on special metal roof.ng nails. 

A Ahn 2s Fan ss SN ERAS s oF oa ska aha ses as Fhe Oh 6608p a aricene 302 


Learn about the new Glass Walls convertib.e family room. 
Estwing Mfg. Co. 339 
Supreme 3 in one Drywall hammer featured in free |.terature. 
Flintkote Co., The 328 
Write for Dealer 


000 contest rules in Flintkote promotion. 


ee ee ee I Os acs ko been eenerke passecevesie 321 
Certified proof is available proving that Ford trucks cost less. 

ee ae eee Ok da Wied eheeeee dv olbeee kee 336 
Fence booklet shows how dealer can have more fence profits. 

NI EI, "6 SG WS wa gob. ba 4 ose bs eB SU eee be Vunechoe seas 51 
Catalog = details on roll-off truck body. 

es ch gL dan ate Wie Olid oand omnes ie beetiim 3 
Magazine offers additional information on Special “Quality” issue. 

ee ee I I i oP E5G as cabs tbe oko ZU Rewiececccee eee 33 
Offers “ay pat pull iatch for fast installation. 

te wwceci 350 
New oh. lan features counter demonstrator. 

ia ia aire eae ee ss chai e hs ine daesy ve 311 
J-M construction materials now feature Fiber Glass. 

Kaiser Aluminum & Chemical Sales, Inc. ..................--55: 
Booklet offers facts on aluminum home improvement products. 
ts WD NE RR DL cea beets 0s-0k0 ced ee eves sebutse ube vod 
Learn how to organize your glass department for profits. 

i i ea cs Coe a ad ss ge cia gh Ghie 60.0 016 a8 on 347 

Minnesota Min ME Sense Gtk aos cc thes a ahs hak oa pe cause hoe 348 
Write for details on masking tape tie-ins with every paint sale. 

Monarch Marking System Co., The ¥:a.b-6b og oe eAERRble bicaiete dl oa old 
Find out why easy-to-read prices can make you more money. 

en I eel la ooo ave etacduessavibsccess coves 342 
Manufacturer features quality line door “Jewelry”. 

FOE. Se NG hd wis ahs badass se bbeseinaebohesesee™ 355 
New merchandiser dis “4 . items in 8 sq. ft. of space. 

Pe SU OE SN Oa I icc kets ccc cuspdevevsccovesee 353 
Write for details on big pn & ends sale. 

DONE: SER Oe CRE. OG in. sss Sc s.wihiey copied stacrokdcle sd 306 


Offers brochure details sales advantages of aluminum 
farm roofing. 

Nova Sales Co., Sub. of Homasote Co. 2 
Write for Mterature and specification data on Nova Shake-Panels. 
Orangeburg Co., Inc. 1 
Send for details on big ad campaign that helps sell pipe & fittings. 

359 


ee, SE Ns 0 FES Vxb seins b5 > peRR bss b caddesrcsacs 
ffers information on new building products and compiete catalog 

SS EES a ESE er FAIRE EGR pe ON ca ER 351 
Plywood and Hardboard products available. 

te OR COB as. wk h cp e bbdne Odd p Ce adaw's vcesuls dos 349 
Send for dealer information on the new aluminum-door. 

I os co, 35 ow ain bus 6 en boa tk DAS ke oda 6 ee 
Do-It-Yourself Aluminum & lawn edging products feature. 
Ss NE, G5 0's b eblne ddl ahiv tall Oe hea koee GUei eth das ve csteso ce 301 
Write for sales aetaree and details on R-O-W windows. 

—— ce YE ra ant SB a ay A Ee ot? APRA Ses oe Spee 309 

Southwest Lumber Milis, MN cVa b's Rpeuicen Ca 6 Cavtned PaaS bE ek wes 338 

Standard-Toch Chemicals, EH Ei Hin We CE h te cee ahe bomb eek ces 
New Free offer. Manufacturer offers complete paint department. 

OO ls a ie ail 
Send for details on new sliding door hardware line. 

SI CEL IESG Sins ov'b's cac'e bea Seals Weee weal cid ader dk ciSacee s 337 
Write for merchandising aids that really sell patio slate. 

I SR a go a ds 317 
Dealer price information available on new steel stakes. 

Tamms NE I C00 eich Vs od Rhb CP EWe cob e Lab eRe etdevicgesve 
Offers complete color line for all customers. Write for details. 

Tecan, Ween: Ge SOM, TING ois co o's 0s bacteeccs cacbenedere 
Lineal mouldings are featured. Send for specifications & prices. 

I OUR PIE 6 vince ss boy dues Nairn as ce eipescecessscccee 
Built-in electric oven specifications are available for dealers. 

ee SE oe LL sito de ahinas pa gan ewtwdés4'2 ale s.o 4d 323 
Write for profit pogeutes = White Portland Cement. 

Se UD isso 0g cS ck a cde os caees choo 60 ce tens 13 
Learn how to make a b'g profit from a small space in your store. 

NC ME Goo ay ou « inp antey te ORR MRORTES 6 640 R3 05 0 12 

| eR Ree ae i ee ean 345 
Write for Sicnwiare which features samples and prices. 

IE UE os." Sark Gy odbc es bak Ae OCR saE eles s uehaedees 340 


Send for information on a profitable dealer side line in fences. 
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Acme Steel Co. 

Alscd, FNC. ..scessrnces 
American Screen Products Co. 
Andersen Corporation ............-- 
Anderson Tool & Mfg. Co. 


Bennett-Ireland Inc 
Bennett Mfg. Co., Richard c. 
Borden Co., The 
Bostitch 
Bunyan Lbr. Co., Paul 


Calumet Steel Div. 
Borg-Warner Corporation 
Caradco, Inc. 
Celotex Corp., The 
Chevrolet Div. of General Motors 
Clarke Floor Machine Co. 
Cleveland Steel Specialty Co., Inc. 
Colorado Fuel and Iron Corp., The 
Continental Steel Corp. 
Cupples Products Corp. 
Curtis Companies Inc. 


Dexter Lock Division, 
Dexter Industries, Inc. 
Dicks-Armstrong-Pontius, 
Dodge Corp., F. i 
Donald 


Durham Co., 
Dur-O-waL Div 

Cedar Rapids ‘Block Co. 
Erickson ed Lift Trucks, Inc. 


Evans Rule 
Exchange Sawmuils Sales Co. 


Inc. 


Firestone Tire & Rubber Co., The 
Formica Corporation, 

Sub. of Cyanamid 
Georgia-Pacific 
Gilbert & Bennett Mfg. Co. 
Goshen Mfg. Co., The 


Habitant Fence, Inc. 
Heyer Mfg. & Sales Co. 
Homasote Company 


Inland Steel Products Co. 
Insulite Div., 
Minnesota & Ontario Paper Co. 


Johns-Manville 


Kaiser Aluminum & Chemical Sales, 
Kellogg and Sons, Inc., Spencer 
Keystone Steel & Wire Co. 


Linseed Oil Products Corp. ...........+.. 
Lockwood Hardware Mfg. Co. 
Lord and Burnham 


Lufkin Rule Co., The 


Macklanburg-Duncan Co. 
Masonite Corporation 
Massey-Ferguson Industrial Division 
Mauk Seattle Lbr. Co 
Michigan-California Lbr. Co. 
Midland Co., The 

Minnesota Mining & Mfg. Co. 


National Cash egg Co., The 
National Gy a 
Neils Lbr. 


Pacific Lbr. Co., The 
Parker Hardware Mfg. Corp., S. 
Pickering Lbr. Corp. 
Pittsburgh Plate Glass Co. 
Ponderosa Pine Woodwork 





Ramset lay mong System, 
Div. of Olin Mathieson Corp. 
Republic Steel Corporation 
ruscon Div. 
Richards-Wilcox Mfg. Co. . 
Ruberoid Co., The 
Rubberset Company, T' 


Sargent & Co. 
Security Companies .. 
Sensenich Corporation 
Skil Cag oem 
Southern Screw Co. ‘ 
Southwest Lumber Mills, Inc 


Teco-Plywood Group 


Union Lbr. Co. 
United Plastic Products Co. 


Waddell Manufacturing Co. 
Ware Laboratories, Inc. . 
Warp Brothers .......... 
Welsh Plywood Corp 

Western Veneer pot Plywood , 
Weyerhaeuser Sales Co. 
Winter Seal Corp. 
Wisconsin-Michigan Group 
Wrought Washer Mfg. Co. . 


Yale & Towne Mfg. Co., The 

































































































































































Any woman who agrees that life begins at forty wasn’t born 
yesterday. 

a ” * 

Angry wife: “Jim, one of those pheasants you were shooting 
yesterday called and left her number!” 

~ + * 

The bald truth is that while a large number of women are 
copying Mamie’s hairdo a larger number of men are copying 
Ike’s. 

” o* * 

Once there was a plumber’s helper who had been sent out on 
a job. The lady of the house was really something of a babe 
and in the course of stopping the drip or tightening the winch 
or whatever it was the two of them managed to really live it 
up. Then the phone rang and, after answering it, the lady said. 
“That was my husband. He’ll be home soon but he’s going out 
again this evening. Can you come back then and we'll take up 
where we left off?” 

The plumber looked at her in surprise. “What!” he shouted. 
“On my own time?” 

* a * 

Quo vadis? Business wise it depends on your service and 
supplies. MAUK can help you on both counts. Northwestern 
lumber retailers have long known that to get the best, de- 
livered at once, a mere phone call to MAUK, Melrose 3-0300, 
does the trick. And that is really all there is to it. 

For variety of lumber products, for immediacy of delivery, 
MAUK is always best ond the best puts a zest to your own re- 
tail trade. 

We know heaps of other foreign phrases besides that there 
‘quo vadis’, specifically, “’c’est la guerre, cherchez la femme, 
gesundheit.”’ Impressed? We’re even better on lumber. 

+ >” a 

Simple Celia says she cured a boy friend of stuttering by 
phoning him long distance, collect. 

* * * 

Wife: “I scratched a fender today. If you want to see it, it’s 
in the back seat.” 

* * * 

Then there was the feller who divorced his wife over a slight 
misunderstanding—she understood he wouldn’t be home until 
Tuesday. 

ok oa * 

Doctor: “Have you told Mr. Brown that he’s a father of 
triplets?” 

Nurse: “Not yet. He’s shaving.” 

ok a * 
Do you know what dep’t.: 
Do you know what a night club is? An ash tray with music. 
Do you know what night life is? Mostly wine women and 
aspirin. 
Do you know what to think of night and day? MAUK Lumber 
Co., of course. 


MAUK Seattle Lumber Co. 
Seattle, Washington 


es * 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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New Literature 
Time-Saving Card—See Back Cover 


B&D Heavy Routers. A 44-page “B&D Router Manual” en- 
ables the reader to get the fullest possible use of this complete 
woodworking tool. Profusely illustrated, the manual covers 
such subjects as general operating instructions; fixtures for 
accuracy in production; typical router projects and the main- 
tenance and care of the B&D Router. A copy of the booklet 
may be obtained by writing The Black & Decker Mfg. Co., 
Dept. AL, Towson 4, Md. 
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The new 1959 list of MFMA laboratory tested and approved 
floor finishing products is now available free of charge. The 
new listings include both the penetrating sealer and _bakelite 
type floor finishing products. A popular folder, “Finishing 
Northern Hard Maple the MFMA Way,” also will be included 
by MFMA when filling requests for the new approved list. 
Maple Flooring Mfrs. Assn., Dept. AL, 35 E. Wacker Drive, 
Chicago 1. 

Circle No. 261 on Handy Cover Card 


“Beef & Dairy Equipment Plans” is the title of a new book 
graphically detailing everything from feed lots to livestock 
trailers. The 56-page volume includes 59 complete working 
plans plus 10% pages of construction details and an additiona: 
five pages of design, layout and equipment-selection data. Also 
included are 23 sample layouts of feeding and handling systems. 
The volume may be obtained for $1 from Midwest Plan Serv- 
ice Headquarters, Dept. AL, Iowa State College, Ames, Iowa. 
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A “Handbook to Success” in the home improvement field lists 
seven basic steps to a profitable business. Subjects covered in- 
clude: the importance of proper planning; how to actually gain 
control of your business; integration—a key to business growth; 
buying power; inventory turnover; adequate sales; credits and 
collections. For your free copy, write to L. S. Wilson Mfg. Co., 
Dept. AL, 371 E. 116th St., Chicago 28. 

Circle No. 263 on Handy Cover Card 


“Varnish & Natural Wood Finishes” is the title of a new arti- 
cle by Frank C. Peck, vice-president, sales, McCloskey Varnish 
Co. Offered as a guide to the proper selection and use of varn- 
ish and natural wood finishes, the article is available free of 
charge to dealers in reprint form. The reprints may be obtained 
by writing to McCloskey Varnish Co., Dept. AL, 7200 State 
Road, Philadelphia 36. 
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Home Financing. Three booklets, entitled “VA Financing,” 
“FHA Financing,” and “Conventional and Construction Finan- 
cing,” are intended as practical guides to dealers on financing 
both the purchase and the erection of manufactured homes. 
Copies of the booklets, written by Neal MacGiehan, are avail- 
able at cost of publication, $2 each or $5 for the set of three, 
from Home Manufacturers’ Assn., Dept. AL, 1117 Barr Bldg., 
Washington 6, D. C. 

Circle No. 265 on Handy Cover Card 


Hand Tools. Oxwall Tool Co. announces a 20th anniversary 
catalog showing over 1,000 hand tools for the home craftsman. 
Included are the maker’s latest skin-packaged tools, tool pro- 
motions, tool sets and combination tool kits. Oxwall Tool Co., 
Dept. AL, 928 Broadway, New York 10. 
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Versabord Underlayment. A new folder describes the way to 
floor beauty through proper underlayment with Versabord, a 
special purpose particle board. Large panel size, nail and staple- 
holding qualities and freedom from delaminating, splintering or 
cracking are described as features of Versabord that make it fast 
and trouble-free to apply. The folder covers extended use of 
Versabord as a better base for kitchen and counter tops, as 
well. For your copy of “Floor Beauty,” write Silvatek, Box S, 
Weyerhaeuser Timber Co., Dept. AL, Tacoma 1, Wash. 
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High-Pressure Laminated Plastic. A new catalog describes 
Railite, a decorative high-pressure laminated plastic. The four- 
page, full-color catalog lists suggested applications and gives full 
specifications. Many of Railite’s more than 60 different pat- 
terns are shown in full color and simulated texture. For copies, 
write to Reiss Associates, Plastic Div., Dept. AL, Lowell, Mass. 
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Photo Courtesy of Cypress Gardens 


“That's right, the whole vacation came right out of profits from 
my Clarke floor machine rental department. I actually made an 
extra $4,000 last year in rental fees and profits from impulse 
sales and related do-it-yourself floor finishing items. And did it 
with just one set of Clarke rental machines.” 

You can earn an extra $4,000 a year just as easily. By setting 
up a Clarke rental department, you establish your store as 
rental headquarters for do-it-yourself floor finishing machines. 
Traffic jumps as you promote your department with the many 
merchandising aids Clarke gives you. Rental fees quickly help 
pay off your investment. And sales of related items — sandpaper, 
sealer, wax, varnish — plus sales of impulse items to rental cus- 
tomers soon build your extra profits to the four-figure mark. 
And it all comes in directly from your Clarke Rental depart- 
ment. 

If you're interested in a nice, long vacation, a new boat, car 
or anything an extra $4,000 can buy, let us tell you exactly how 
you can get it. Write for details. 


A complete Clarke Rental Depart- 
ment includes floor sander, edger, 
polisher, rug shampco machine, 
wet-dry vacuum cleaner and hand 
sanders. Floor finish and shampoo. 


Clarke Cm 


Authorized Sales Representatives and Service Branches in Principal Cities 


FLOOR MAC H IN E COM PANY In Canada: Clarke Fleer Machine Company (Canada), Ltd., 21 Advance Rd., Toronto 18, Ontario 
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THE BEST POLYETHYLENE SHEETING > THAT MONEY CAN BUY! 


WATER-TIGHT 
ROT-PROOF 
ACID-PROOF 

STAYS FLEXIBLE 

AT 60° BELOW ZERO 


Get the Genvine— 


Look for the Name ‘: ° 
A hoy 7 
0. ; J ER \ 4 


AS LOW AS 


I¢ per sq. ft. 


RETAIL 


FOLDED DOWN AND PACKAGED 
FOR EASY HANDLING, EASY SELLING 
AND EASY APPLICATION 


BUILDING USES 
INDOORS AND 
OUTDOORS 


Coverall Meets d , , 
Protects Materials On-the -Job Protection 
FHA Specifications Permanently solves moisture vapor problem Sunlight Resistant Black Coverall is recom- Warp’s tough polyethylene Coverall film 
under houses. Prevents rotting of joists and mended as an ideal, inexpensive tarp for provides low cost weather protection fo 
sills. Also recommended for use between covering lumber, brick, stone, and construc- closing in open areas, keeps plastering! 
Sheeting and Roofing. (4 mil clear recom- tion equipment at lumber yard and building bricklaying, carpentering on schedule in al! 
mended.) site. (6 or 8 mil black recommended.) weather. (4 mil clear recommended.) 


PROVED , 
SUCCESSFUL 5 is oe =I ~~ 
BY THOUSANDS —=_~— | Nee a F HOME 

USES ! “ 


OF FARMERS! Machine ; 
Covers Covers Covers Drop Cloths Covers Covers 


Furniture Seat 


For current prices, sam- 
ples, and product infor- 
mation on Warp’s COV- 
ERALL, ask your jobber 


or write to Warp Bros., 
Chicago 51 2 Ga 
. #t. uge sq. ft. 4 Gauge sq. ft. 6 Gauge 
100 Lin. Ft. Rolls I Retaii (.002 thick) 2: Retail (.004 nee) 3 Retaii (.006 thie) 


ora 3, 4; 6; 8, 10% 12, 14, 6; 10%; 12; 14; 16%4:9 19 16 90: @ 24 Fl 
CLEAR 3) 4,9) & 16 Ft. Widths § 1612, 20; 24; 28: & 32 20, 24; 28; & 32 4 Width yo 
Ft. Widths Ft. Widths ae 
pctelisitien 6; 10%, 12, 14; 16%, | 4, 6, 10%, 12,14, tn, 1 on. 8 og eri 
3 Ft. Widths 20: 24, 28'& 32 416%! 20! 24' 28' & 3245/2: 16, 20, 
BLACK Ft. Widths Ft. Widths Widths 








DEALERS CAN OBTAIN WARP’S COVERALL THROUGH RELIABLE WHOLESALERS) 


Another Top Quality 
Plastic Product Made By 





> 
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